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HE NATIONAL NEWSPA@ER OF MARKETING 


Fair Trade Should Be Left to States 
to Decide, Says Anti-Trust’s Barnes 


WASHINGTON, June 15—Anti- 
Trust Chief Stanley N. Barnes has 
backed away from the controver- 
sial proposal that the administra- 
tion recommend that Congress re- 
peal the federal laws authorizing 
states to adopt fair trade. 

In reply to questions on the 
NBC-TV program “Youth Wants 
to Know” he said he does not think 
“the federal government should 
override the states’ right as it now 
exists to enact fair trade laws.” 

Reiterating his opposition to fair 
trade he said he is “hopeful the 
American people will see to it that 
a careful study is made as to 
whether or not the so-called fair 
trade laws should be passed by 
various state legislatures.” 


® His comments may indicate that 
Attorney General Herbert Brown- 
ell has decided to pigeonhole a 
recommendation for repeal of the 
federal fair trade laws which was 
included in the report of the at- 


torney general’s committee on anti- 
trust law last March. If the federal 
law were repealed, fair trade 
pricing agreements would become 
anti-trust violations, and all state 
laws would be void. As co-chair- 


man of the attorney general’s com- | | 


mittee, Mr. Barnes has been an 
out spoken foe of the fair trade 


laws. In appearances before the || 


Senate and House judiciary com- 
mittees he has strongly advocated 
their repeal. 

During a recent appearance be- 
fore the House judiciary commit- 
tee, he conceded that there is strong 
congressional sentiment against 
repealing fair trade. He contended 


the judiciary committee would |” 


perform a public service if it spon- 
sored investigations to determine 
the effect of fair trade on the con- 
sumer. 


® Since the release of the report of 
the attorney general’s committee 
(Continued on Page 8) 


Time Inc. Shifts 
Newsstand Sales; 
Joins S-M News 


New York, June 14—Time Inc. 
today announced it was switching 
its distribution from American 
News Co. to S-M News Co. 

At S-M, Time inc. becomes a 
part-owner, along with Reader’s 
Digest, McCall Corp., Street & 
Smith, Meredith Publishing and 
Popular Science Publishing Co. 
S-M is the only national magazine 
distributor mutually owned by the 
publishers of the magazines it han- 
dies. In addition to Life and Time, 
S-M also will distribute Sports 
Illustrated and Fortune for Time 
Inc. 

*The switch of the magazine busi- 
ness’ biggest advertising volume 
books—last year Life carried $114,- 
035,717; Time $35,143,779; Fortune 
$6,510,709, Sports Illustrated $1,- 
172,123, the combined being about 
23% of the volume of the whole 


magazine medium—focussed atten- 
tion on the newsstand problem of 
general magazines. 

Life’s newsstand circulation has 
dwindled about like this (figures 
are for end of year indicated): 


BG osccvvccecsesedenchossiten 2,166,000 
BD sasiiice nercmceqeeos cscs 1,860,000 
BIG | cvvsoninarccotvensereuseas 1,817,000 
BBE cccanreccoreqenpsnossatote 1,590,000 
BID .xnvssinadioqnesienienicions 1,433,000 
rr one 1,260,000 
EEE. ccicdcteseswscscsnaiiiazees 967,000 


® Time’s newsstand performance 
is reflected in these figures: In 
mid-1948, Time sold 321,000 at 
newsstands. At the end of the year 
the figure was 272,000. Year-end 
figures since then: 1949, 247,000; 
1950, 249,000; 1951, 237,000; 1952, 
247,000; 1953, 217,000; 1954, 223,- 
000. 

It may be recalled, when study- 
ing these newsstand figures that 
the Assn. of National Advertisers 
recently found newsstand circula- 
tions of magazines to be generally 
declining. Where in 1946 subscrip- 
tions accounted for 52.5% of the 
total circulation of 54 magazines, 
the percentage went up to 63.7% 

(Continued on Page 69) 


Pre-Cooked Dinners, Frozen Food Products 
Show Increases at NARGUS Convention 


CuHIcaco, June 17—If things con- 
tinue the way they have in the re- 
tail grocery business over the past 
year, cooking a full dinner, from 
soup to nuts, will be as easy as pie. 

At least, that’s the impression 
got from attending the 56th an- 
nual convention of the National 
Assn. of Retail Grocers of the 
United States, which closed here 
yesterday after a five-day run. 

The only things needed to pre- 
pare a tasty meal in five minutes 
are some pre-cooked packaged 
food items and a cooking range 
with an oven. To fix a meal con- 
sisting of soup, turkey, potatoes 
and a vegetable, biscuits and pie, 
just place the items in the oven, 
heat and serve. 

Nearly 12,000 persons from all 


over the U. S. visited a mile-long 


row of 360 exhibits at Navy Pier. 
NARGUS, the largest trade associ- 
ation in the world, is the spokes- 
man for the nation’s independent 
retail grocers, who handle 64% of 
the total retail food business—a 
$43 billion business. 


= Among the food giveaways that 
were distributed to hungry visitors 
were ice cream, candy, orange, 
pineapple and grapefruit juices, 
cheeses and crackers, bits of sau- 
sage and steak, and soft drinks. 
Other giveaways were cigarets, 
soaps and deodorants and after- 
shave lotions for men. 

AA found many exhibits of pre- 
cooked turkey and ham dinners, 

(Continued on Page 50) 


“How fresh! How invigorating!” says this upended 
admirer of glorious Crosse & Blackwell Tomato Juice. 
Magnificent Maryland tomatoes, grown to ripe perfection 
only 30 minutes away, were gently pressed to make this 
wonderful tomato juice... and you can buy it for so little! 


CROSSE & BLACKWELL 


tomato juice 


ATTENTION GETTER—Crosse & Black- 
well, Baltimore, expects to get a 
lot of reader interest from this ad 
—and others like it—for its tomato 
juice. Newspaper ads, placed by 
VanSant, Dugdale & Co., are cur- 
rently running in Baltimore news- 
papers. 


With Phonevision... 


Zenith Installs 
Competition in 
‘Closed’ System 


Advertisers Will Get in 
Pay TV Act; Only Nets 
Are to Be Excluded 


CuIcaco, June 16—How will sub- 
scription tv operate as a commer- 
cial enterprise if and when the 
FCC gives it the starting nod? 

Who will pick up the tab? Where 
will the programming come from? 
Will it be a “closed” operation, and 
if not how many business enter- 
prises will get into the act? 

Answers to these questions about 
the commercial operation of pay 

(Continued on Page 69) 


Armour In and Norge 
Out at Tatham-Laird 


B&B Is Just Part 
of ‘New Program’ at 
Studebaker: Noble 


SoutH Benn, June 16—Many big 
changes have been taking place at 
Studebaker, and the appointment 
of Benton & Bowles to handle the 
automaker’s $8,000,000 advertising 
account (AA, June 13) is only the 
latest of them. 

That’s the word of Frank W. 
Noble, advertising manager of the 
Studebaker division of the eight 
months old Studebaker-Packard 
Corp. In an interview with ApvER- 
TISING AGE, Mr. Noble emphasized 
that the decision to leave Roche, 
Williams & Cleary, Studebaker’s 
agency since the 1920s, was only a 
part of an entire “New Program” 
for “getting us back as a volume 
competitor in the low-price field.” 

That price range is Studebaker’s 
big assignment in the new Stude- 
baker-Packard team. 


= Other main points in AA’s talk 
with Mr. Noble are these: 


e Benton & Bowles plans to open 
a branch office in Detroit to han- 
dle the Studebaker account. 


e Having increased its ad budget 
by 30% to $8,000,000 a year, Stude- 
baker is laying plans for another 
big increase next year. 


e Studebaker made its choice after 
interviewing only three carefully- 
selected applicants—Leo Burnett 
Co., Fuller & Smith & Ross and 
Benton & Bowles. 


® As Mr. Noble tells it, the Stude- 
baker agency switch is only part of 
a number of changes initiated by 
James J. Nance when he took over 
as Studebaker-Packard president 
less than a year ago. 

“At that time, Mr. Nance decided 
that we needed new styling, a new 
sales management team, new man- 
ufacturing processes and a new 
advertising approach,” said Mr. 
Noble. And he noted that the 
change in agencies was one of the 
last steps in this program. 

Next to last, then, was the deci- 


(Continued on Page 4) 


Fort Wayne, June 17—After 13 


creased advertising activity.” 


gineering and Power Engineering. 


Last Minute News Flashes 


Magnavox Appoints Foote, Cone & Belding 


years with Maxon Inc., Magnavox 


Co. has appointed Foote, Cone & Belding to handle its advertising, 
effective either this fall or at the end of the year. The account, which 
has been billing about $1,000,000, will be handled by FC&B’s New York 
office. No new media departures are expected, but there will be “in- 


Biety Joins Parker Pen as Assistant A. M. 


JANESVILLE, Wis., June 17—Joe Biety, director of advertising of the 
American Bakers Assn. for the past six years, will join Parker Pen Co. 
as assistant advertising manager on July 1. He replaces George Parker, 
who will join Parker’s export department in an advertising capacity. 


Ward Resigns as Technical Publishing Sales V.P. 


CLEVELAND, June 17—Richard Ward has resigned as v.p. in charge 
of sales of Technical Publishing Co., Chicago, publisher of Plant En- 


Mr. Ward has not announced his 


future plans and Technical Publishing has not named his successor. 


(Additional News Flashes on Page 73) 


Agency Adds Armour’s 
Canned Meats; Norge 
May Set Up Agency 


CuHicaco, June 16—This was a 
busy week in the Tatham-Laird 
shop, with one major account 
moving out and still another being 
added to the agency’s client roster. 


The absentee: Norge division of 
Borg-Warner Corp., which de- 
cided to pull its account out of 
Tatham-Laird, where it had been 
only since last October; prior to 
that Norge had been a J. Walter 
Thompson client. 


The newcomer: Armour & Co.’s 
canned meats division, which had 
been handled by Henri, Hurst & 
McDonald until two months ago, 
and had been with Foote, Cone 
& Belding until Oct. 31 last year. 

At that time Armour pulled its 
meat and dairy products advertis- 
ing out of FC&B and assigned 
sausage and smoked meats (hams 
and bacon) to Tatham-Laird, 
canned meats and pet foods to 
Henri, Hurst and dairy products 
to John W. Shaw Advertising. 

Pet foods were switched from 
Henri, Hurst to N. W. Ayer in 
April (Tatham-Laird handles ad- 
vertising for General Mills’ dog 
food), while the canned meats 

(Continued on Page 73) 


Willis Testifies at 
Hearing on $1,000,000 
Lawsuit Against R&R 


Cuicaco, June 16—P. P. (Pete) 
Willis, who is suing Ruthrauff & 
Ryan for more than $1,000,000, 
which he claims the agency owes 
him in commissions for bringing 
the American Airlines account to 
R&R (AA, Feb. 14, et seq.), testi- 
fied in his own behalf today in a 
hearing before L. A. Wescott, 
Superior Court master in chancery. 

The day-long hearing proceeded 
at a snail’s pace because Mr. Wil- 
lis, who is hard of hearing, was 
unable to hear all of the questions 
put to him by his attorney, Wil- 
liam H. Murphy. In addition, Mr. 
Willis frequently became confused 
because of the frequent objections 
of Hirsch E. Soble, one of the at- 
torneys representing R&R, to Mr. 
Murphy’s questions and Mr. Wil- 
lis’ answers. 


= Mr. Willis testified that he 
brought the American Airlines ac- 
count to R&R in April, 1938, and 
identified a contract he signed 
with the agency, which specified 
that he was to receive $1,000 a 
month, plus one-third of gross 
commissions that exceeded $18,000 
in any six-month period. The con- 
tract was to run the rest of his life 
or until the agency lost the ac- 
count. 

He told the court that he worked 
on the airlines account for two or 
three years in Chicago and then 
moved to New York in 1940. Mr. 
Willis said he had two offices in 


(Continued on Page 72) 
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Fulton, Moore Plan Drive to Make 
Quidoor ‘Bigger Than All Outdoors’ 


New York, June 14—Outdoor 
Advertising Inc., national sales or- 
ganization for the medium, will 
launch a new advertising and pro- 
motion campaign this fall. 

OAI will also extend its re- 
search activities and expand its 
selling efforts. 

This was confirmed today by 
Kerwin Fulton, OAI’s board chair- 
man and chief executive officer, 
and Warner R. Moore, who suc- 
ceeded Mr. 


advertising and 
about future plans. 
Mr. Moore has resigned as busi- 


spoke frankly 


ness manager and as a director of 
the New York Herald Tribune to 


become OAI president. All of his 
business career has been spent in 
the newspaper business. Before 
joining the Herald Tribune in 1951, 
he was advertising director of the 
Philadelphia Inquirer, and before 
that he was an advertising sales- 


man with the New York Journal 


American. 


® Mr. Fulton, who has been called 
Mr. Outdoor Advertising, has 
headed OAI since it was founded 
in 1931. Before that he was presi- 
dent of General Outdoor Adver- 
tising Co., the medium’s largest 
operating company. Previously he 
had been president of Poster Ad- 
vertising Co., and general manager 
of the Van Buren Co. Now 70, he 
will celebrate his 50th year in out- 


Dealers Offered 
Life Insurance for 
Selling Motorola TV 


Toronto, June 15—A plan that 
offers its dealers $1,000 worth of 
life insurance for every three tv 
sets purchased has been announced 
by Motorola Canada Ltd. 

Under its terms, a dealer’s sales 
manager may accumulate as much 
as $10,000 in life insurance, with- 
out medical examination and en- 
tirely paid for by Motorola Canada 
Ltd., if his shop purchases 30 tele- 
vision receivers between June 15 
and Aug. 31. For any purchase in 
multiples of three units between 
those two extremes, he receives an 
additional $1,000 policy. 


Called the Key Main Insurance 


Plan, the scheme is called “a first 
in merchandising for both Canada 
and the U.S.” Discussing the plan’s 
aspects, Paul F. Dixon, the com- 
pany’s national sales manager, 


said, “We believe that flash incen- 
tive programs have their place, but 
have long felt that a program em- | 
bracing continuity and perman- 


ence as its primary ingredients 
could accomplish tremendous re- 
sults—a plan sufficiently sound to 
be repeated from time to time 
through the ensuing years. Life 


insurance is a piece of property 
that every dealer in the country 
now owns, would probably like 
more of and in many cases because 


of health can’t get. 


® “We are offering him an oppor- 
tunity to develop a real piece of 
life insurance property dependent 
upon continuously buying a vol- 
ume of Motorola television receiv- 
ers during the coming months. We 
feel that there is a vast potential | 
in this plan for building a long 
term effective relationship with 


our dealer organization.” 


Underwritten by the New York 
the policies 
will be extended to top ranking 
salesmen whenever the volume of 
purchases exceeds the total re- 


Life Insurance Co., 


Fulton as president 
June 1. In a special joint interview 
with AA, Messrs. Fulton and Moore 
discussed many aspects of outdoor 


door advertising in 1956. 

In reply to a question as to why 
OAI had selected a newspaper man 
for an outdoor job, Mr. Fulton 
said that Mr. Moore was chosen 
because “after extensive search he 
was found to be the right mai for 
the job. 


(Continued on Page 48) 


New Agency Does 
All-Out Advertising 
to Get More Clients 


WELLESLEY, Mass., June 14— 
Randolph Associates, four-month- 
old agency here, has launched a 
“Things Are Really Cooking in 
New England” campaign as a way 
of drawing attention to itself and 
interesting prospective clients. 

Although advertising campaigns 
by and for advertising agencies are 
not too uncommon these days, the 
Randolph promotion does have 
some unique features. 

For one thing, radio spots are 
being used and there are no in- 
stances on record of an agency 
using radio to promote itself. Also, 
the agency is buying newspaper 
space in towns where prospective 
clients are located. 


® The basis of the campaign are 
stickers proclaiming the theme, 
“Things Are Really Cooking in 
New England.” Mr. Randolph is 
offering these free to anyone who 
lives in the region. Business or- 
ganizations are being offered large 
quantities at cost. 

Following the mailings, the 
agency this month began a media 
drive, starting with newspapers, 
offering the stickers “as a public 
service.” 

The space campaign will be sup- 
ported by a 13-week sponsorship 
of 8 a.m. and 8 p.m. news broad- 
casts over WCRB, Boston, and a 
June-July schedule of three min- 
ute spots a week on the “Bob and 
Ray” show over WBZ, Boston. 


= Mr. Randolph told AA that all 
newspapers have been asked to re- 
turn plates after the third inser- 
tion and they will then be used “in 
papers covering cities in which 
there are specific and large ac- 
counts which this agency could 
and should serve.” 


“For example,” continued Mr. 


Randolph, “in one Maine town 
there is a good account which we 


run in that town’s only paper 
three to five days, even though 
only ten of the paper’s readers are 
the people we want to reach.” 

Mr. Randolph currently has four 
industrial accounts (William H. 
Field Co., Boston, Warren Soap 
Mfg. Co., Brighton, Mass., J. Irv- 
ing Connolly Co., Weston, Mass., 
Arklay S. Richards Co., Newton, 
Mass.), and he believes the “cook- 
ing” campaign “will make the 
agency grow faster than most 
agencies grow.” 

Pointing out that the agency 
business is highly competitive, he 
told AA: “It seemed to me that a 
new agency should do something 
to get itself talked about quickly... 
and to make prospective clients 


quired to bring a sales manager up (and competitors) aware of the 


to the $10,000 limit. 


fact that we are in business.” 


would like to service. The ad will | 
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The Revolution 
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Schogl Furniture 


BRUNSWICK turns classrooms 
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THE ‘NEW LOOK’ IN SCHOOLS—The 
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Brunswick-Balke-Collender Co., 


Chicago, entered the national magazine field in the promotion of 

the company’s new line of school furniture with this four-color 

spread in Time, Brunswick plans more national magazine adver- 
tising this year. McCann-Erickson is the agency. 


Brunswick's Never Been Behind the 8-Ball 
Since It Entered School Furniture Business 


Cutcaco, June 14—A revolution 
that started a few years ago in 
the school furnishings field is 
still going on, but most of the 
battles have been won. The out- 
come of the revolution: Comfort- 
able, brightly-colored and mov- 
able furniture has replaced the 
uncomfortable, drab and station- 
ary desks, tables, chairs and cab- 
inets in classrooms. 

The leader in the revolution to 
modernize and brighten up the 
nation’s classrooms was Bruns- 
wick-Balke-Collender Co., Chica- 
go, whose principal products over 
the years have been bowling and 
billiards equipment. 

In 1953, Brunswick executives 
decided to undertake a diversi- 


ABC-Paramount Sets 
Up Recording Arm 


New YorkK, June 15—American 
Broadcasting-Paramount Theaters 
Inc, confirmed months-old rumors 
this week by announcing its entry 
into the phonograph record field. 

It will record, manufacture and 
distribute records in all three 
speeds. President of the as-yet-un- 
named subsidiary is Sam Clark, 
recently general manager and v.p. 
of Cadence Records, which he 
helped establish with Archie Bley- 
er in 1952. Among the names be- 
ing considered for the new com- 
pany is Ampar. 

While no one has been signed as 
yet, the company plans to make 
records in all categories—popular, 
classical, country, Western and 
jazz. “The new record company,” 
Mr. Clark said, “will seek at once 
to enlist under its label the very 
finest of artists and other talents 


_available. We want a roster of the 
| best possible people in the enter- 


tainment business.” 


® Mr. Clark said the company will 
not enter the market in strength 
until about the first of the year but 
expects to be in business within a 
few months in the children’s and 
package-goods fields. 

The company hopes to make a 
tie-in, in the children’s field, with 
Walt Disney, whose “Disneyland” 
is seen over the ABC television 
network. Headquarters of the com- 
pany are in the general offices of 
the parent organization, New York. 


fication program and chose the 
school furnishings field. They 
selected this field because manu- 
facturing techniques in the school 
furniture and bowling and billi- 
ards equipment fields were simi- 
lar and because they felt the field 
had a large sales potential. 


= Brunswick discovered that the 
school furnishings industry had 
been dormant in respect to new 
design and construction innova- 
tions. Brunswick decided to shock 
the educational world with a 
line of modern, streamlined fur- 
niture, although such an under- 
taking was considered to be risky 
in view of the conservative nature 
of school superintendents, prin- 
cipals and school boards. 

To lead the revolution in design, 
the company hired Dave -Chap- 
man, industrial designer, and told 
him to go to work. 

Keeping the themes of flexibil- 
ity, versatility and color in mind, 
Mr. Chapman came up with a 
basic chair, designed for comfort, 
which Brunswick now makes in 
eight sizes. The chair legs are 
made of tubular steel, the seats 
of plywood or Fiberglas. He de- 
signed book racks, table arms, 
lounge arms, and other attach- 
ments which could be simply at- 
tached. The chairs are constructed 
so they can be stacked easily 
when not in use. 

Mr. Chapman also created desks 
made with tubular steel legs and 
plywood and plastic writing sur- 
faces. The desks come in five 
sizes. Like the chairs they may 
be stacked easily, when not in use. 
The desk has a shelf for books 
and other school equipment. 


= Mr. Chapman also designed 
tables (round, half-round, rec- 
tangular and trapezoidal) which 
may be pushed together in any 
desired grouping. The tables are 
made of the same materials as 
the desks and chairs and likewise 
may be stacked, by removing the 
legs. 

In addition, 10 basic cabinets 
were designed with interchange- 
able bases, legs, casters and wall 
brackets, with or without sliding 
doors and with adjustable shelves 
and partitions. The cabinets are 
made of hardboard with a plastic 
finish. The furniture comes in 

(Continued on Page 71) 
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Food Advertising 
Will Show Moderate 


Increase, GF Finds 


WHITE PLaIns, June 14—Mod- 
erate increases in advertising ex- 
penditures for food products dur- 
ing the next ten years are pre- 
dicted by a majority of 40 food 
companies queried in a_ special 
survey just completed by Gener- 
al Foods Corp. 

The survey shows 67% of in- 
dustry leaders queried expect 
moderate increases in advertising 
budgets for their respective com- 
panies; 15% predict large in- 
creases; 12% expect no significant 
change, and 3% expect a small 
cut. 

Couponing and sampling: Near- 
ly one-third of respondents antici- 
pate about the same use of cou- 
poning and sampling as at pres- 
ent, but 25% expect. their 
companies to increase these ac- 
tivities. 

Advertising allowances: 63% of 
food executives questioned believe 
they will continue advertising al- 
lowances, display allowances, and 
trade deals at about the same rate 
as they are now doing, while 20% 
indicate greater use of these mer- 
chandising methods can be ex- 
pected. 

Atomic science and food proces- 
sing: Half of those included in the 
GF survey expect that use of 
atomic science will have a major 
impact on food processing, process 
control, and preservation. Nearly 
40% expect use of radioactive 
isotopes in food growing. Fre- 
quently mentioned is potential use 
of radioactive tracer techniques 
to improve fertilizer practices, to 
learn more about plant physiology 
and nutrition, and for improved 
crops and increased yields. 

Company research: Practically 
all executives see their companies 
spending more on research: 63% 
expect moderate increases in bud- 
gets for this purpose; 22% expect 
large increases, and 15% antici- 
pate no substantial change. 

Automation: Three out of four 
expect that gradual automation 


(Continued on Page 75) 


KTVW Target Poses 
$100,000 Dilemma for 
Seattle Ballplayers 


SEATTLE, June 17—So far no- 
body has cashed in on KTVW’s 
sensational $100,000 offer, but out- 
fielders know just where each 
batsman is trying to aim his hit. 

Two weeks ago the tv station 
bought a section of the Sicks Sta- 
dium left centerfield fence, and on 
it Foster & Kleiser painted a bull’s 
eye, as part of a bulletin promot- 
ing the station. At the center of the 
target is a hole, half an inch larger 
than the diameter of a regulation 
baseball. 

Any player—on the Seattle 
Raniers or an opposing team—who 
hits a pitched ball through the hole 
wins $100,000, no questions asked. 
From there on it’s up to the In- 
ternal Revenue Service. 


® The hole in the fence is situated 
11%’ above the ground and 360’ 
from home plate. Back of it is a 
box, to enable the ball to be 
counted present after it skims 
through the hole (bounces don’t 
count). A trip mechanism will 
shut a little door after any enter- 
ing ball, to spare a batsman the 
grim feeling of watching $100,000 
bounce back onto the field. 

KTVW, which is televising all 
of the Raniers’ Pacific Coast 
League home games, expects the 
gimmick to be widely imitated. 
And if it is, the ballplayer clien- 
tele of those friendly neighborhood 
psychiatrists probably will build 
up like all get out. 
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Gumpert Returns 
to Ad Business 


as Bon Ami V.P. 


NEw York, June 14—After 31 
months of “rest,” after quitting 
a job with B. T. Babbitt Inc. (Bab- 
O and Glim), Louis J. Gumpert 
has joined Bon Ami Co. as v.p. in 
charge of sales and advertising. 
Mr. Gumpert left Babbitt in No- 
vember, 1952, after his name had 
figured in the celebrated Duane 
Jones case. 

In the conspiracy suit, Mr. Jones 
identified Mr. Gumpert as the re- 
cipient of “finder’s fees” amount- 
ing to “$500 to $1,000 a month or 
at a time” in 1948, when the latter 
was Babbitt’s sales manager. Bab- 
bitt, a Jones Co. account, was not 
informed by Mr. Jones of the pay- 
ments, according to the testimony. 

At the time of his resignation, 
Mr. Gumpert denied there was any 
connection between his action and 
the trial testimony. He told Apver- 
TISING AGE that his resignation 
meant only that “I think it’s a good 
time for me to take a rest.” He 
also said he would go to Florida 
for some golf and that he thought 
he’d never want to work again. 

Mr. Gumpert originally joined 
Babbitt shortly after high school 
as a retail grocery salesman. At 
Bon Ami he succeeds James A. 
Nelson, who the company said is 
retiring for health reasons, 


= The Babbitt company praised 
Mr. Gumpert’s services when he 
resigned in 1952, calling him “an 
able and honored sales executive.” 
Bon Ami adds that he “is generally 


credited with building” Babbitt 
“to one of the foremost companies 
in the grocery field.” Bon Ami also 
credits him with the original intro- 
duction of Babbitt’s Bab-O. 

Mr. Gumpert said he plans an 
expanded advertising and mer- 
chandising program, as well as 
products development for Bon Ami. 

At Bon Ami, Mr. Gumpert will 
be working with William H. Wein- 
traub & Co., the agency which once 
succeeded the Duane Jones Co. on 
the Babbitt account. Although 
Weintraub executives once regard- 
ed Mr. Gumpert with considerable 
jaundice, feeling that he had prej- 
udiced their relations with Babbitt, 
a spokesman for the agency said 
he was “delighted” that Mr. Gum- 
pert was taking the Bon Ami post. 


O'Leary Opens Service 

George O’Leary has opened of- 
fices as a creative consultant to 
advertising agencies at 624 S. 
Michigan Ave. Mr. O’Leary, who 
recently completed a five-month 
special assignment for Tatham- 
Laird, formerly was with Ruth- 
rauff & Ryan, O’Leary Advertis- 
ing Agency, O’Neil, Larson & Mc- 
Mahon and Guenther-Bradford Co. 


William Crawford Resigns 
William Crawford has resigned 
as sales manager of WABD, New 
York. He has not announced his 
future plans and his position at 
the DuMont station remains un- 


filled. 
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MAisoN BLANCHE 


caress stone soure 


COKE CHiIC—When Louisiana Coca-Cola Bottling Co., New Orleans, 
planned an outdoor paint bulletin, the bottler’s agency, Fitzgerald 
Advertising Agency, got exclusive rights to exploit a John Frederics 
hat as part of the illustration. Permission came from Maison Blanche, 
a Crescent City department store. So when the bulletin appeared, 
Maison Blanche featured it—and Coke—in an ad in the Times- 
Picayune and States. The befeathered bonnet is a $15 number. 


New York, June 15—The long- 
awaited research study on phar- 
maceutical advertising and the 
prescription motivations of physi- 
cians was today moving out to 
subscribers who paid $75 apiece 
to finance it. The study was spon- 
sored by the Pharmaceutical Ad- 


Agency Shows Film 
of Ad Operations 
to Pontiac Dealers 


Curicaco, June 15—Pontiac deal- 
ers in the Chicago metropolitan 
area yesterday got a look into the 
operations of an advertising agen- 
cy and learned how Pontiac ad- 
vertising is developed on a nation- 
al level and how the ads rate with 
other advertising. 

Paul Foley, v.p. of MacManus, 
John & Adams. Bloomfield Hills, 
Mich., agency for Pontiac, showed 
a one-half hour color film, “The 
M, J & A Magnet,” to about 35 
dealers. The film showed how the 
various departments of the agency 
work, the close cooperation of the 
agency and the Pontiac advertis- 
ing department, and other inform- 
ation directly related to the crea- 
tion of company advertising. The 
film will be shown in 15 different 
cities this year. 


= Mr. Foley also showed movie 
slides and spoke to the dealers 
(Continued on Page 71) 


Likes and Dislikes of Doctors Bared 
in N.Y. Pharmaceutical Ad Club Study 


vertising Club of New York, and 
was done by the Institute for 
Motivational Research, headed by 
Dr. Ernest Dichter. 

Pharmaceutical advertisers ought 
to be encouraged by some of the 
study’s findings—that 86% of the 
doctors glance over all or most of 
the advertising material they re- 
ceive; that more than 60% report 
opening and looking at every piece 
of advertising direct mail coming 
into their offices; that the doctors 
revealed a strong desire to have 
drug companies as allies, and that 
they would like to see the detail 
men taking on the role of invest- 
ment counselor rather than insur- 
ance salesman. 


# On the minus _  side—doctors 
have misgivings about the high 
price of drugs; that they cannot 
put as much dependence as they 
did on drug advertising; that bally- 
hooed new products are not really 
new; that there is excessive com- 
petition among drug manufactur- 
ers, and that they resent being (as 
some phrased it) unpaid distribu- 
tors for the companies. And while 
80% would have their ideal drug 
company be the ally of the physi- 
cian, only about half as many see 
present drug companies in that 
light. 

There was distinct resentment 
on the part of many doctors, who 
apparently feel that the pharma- 
ceutical companies are going over 
their heads, with advertising and 

(Continued on Page 70) 


Please, Mr. Weather Man... 


- Industry Hopes to Sell g 
1,250,000 Room Units, 
200,000 Home Systems 


By Florence Hamlish 

Cuicaco, June 14—While the 
rest of humanity hopes for a cool, 
dry summer, air conditioning peo- 
ple are looking forward to the dog 
days. These are the days that make 
their business boom. 

They hope to have enough swel- 
tering days, especially in June and 
July, to sell about 1,250,000 room 
air conditioners and about 200,000 


208 New Business 
Papers Launched in 
U.S. and Canada 


Cuicaco, June 15—About 180 
new business papers were started 
in the United States during the 
last 12 months, according to the 
1956 Market Data & Directory 
Number of Industrial Marketing, 
now on the press. Canadian pub- 
lishers were as active as those in 
this country, launching 28 new 
business papers. The percentage of 
gain is about the same for the two 
countries, 8.5% for the U. S., 
8.9% for Canada. 

While some of the new publica- 
tions launched in this country were 
in old, but expanding fields, the 
majority were designed to service 
new industries, or at least new 
areas in existing ones. In the for- 
mer classification was Petroleum 
Week; in the latter, Mental Hos- 
pitals, Noise Control, Offshore 
Drilling, Grinding & Finishing and 
others devoting attention to sub- 
jects which have received many 
headlines recently. 


California leads the nation in 
the number of new business pa- 
pers, reflecting the growth of that 
state in population and industrial 
activity. It is being closely pressed 
by the South, however, which has 
also continued its sensational ren- 
aissance. 

The number of business papers 
in the United States is now close 
to 2,300, exclusive of such groups 
as the 44 papers comprising En- 
gineering College Magazines. The 
U.S. total includes 283 reference 
books, this figure embracing a 
number of 1955 additions. Canada 
has 250 business papers, including 
one just started in the United 
States for consumption north of 


the boundary. 


six new colors and a new ad 


SUNSES a pees db ss vs enns Page 16 
Despite Dior, Brafoam’s sales 
have tripled .......... Page 17 


Du Pont will make first consumer 
study of air conditioning Page 16 
Farmers like brand names, says 
a survey by Weekly Star Farm- 


Business will be good, Steinkraus 
tells Sales Execs ....Page 22 
Gumpert back in advertising, at 
Bon Ami, after 31 months’ 
DE pitodteneeveniedsese Page 28 
Air cooler makers look forward 
to hot weather to sell 1,250,000 


Bags under Mr. John’s eyes don’t 
add up to feminine appeal: Cre- 
ative Man ......... .. Page 54 


rehearsal fee boost, says Eye 


Be Fai wn cone Page 54 
Headlines are to sell; tell the 
whole story, according to Clyde 


Bedell 
Jaguar revamps merchandising 
plans, moves to C&W ..Page 60 
Audits & Surveys Co. has new na- 
tional monthly product au- 
eS eee sw. oo Page 62 
Portrait photographers use out- 
door in first major ad cam- 
paign 
Cott launches new fizz drink, 
Quiky, in Connecticut ..Page 64 
Schwerin sets up shop in England 
to pretest television commer- 
ee eae Page 64 


SS Page 58 


Highlights of This Week's Issue 


Remington electric typewriter has| Networks need p.r. job on their | 


Ons bb va ceteseen Page 65 
National media have new custom- 
ers in house-to-house sellers 
who have been growing Page 68 
Chicago Tribune explains stand 
against r.o.p. color plan Page 36 
FCC tells income of tv stations 
and networks 
Coca-Cola’s new-size bottles—fam- 
ily and king-size—find dealer 
SOVGR 66.8 s's cacy Sebsae een Page 75 


REGULAR FEATURES 


Advertising Market Pace .cccccccccccccceees 74 
Coming Comvemthoms ........ccceccccccescesscerseees 35 
Creative Man’s Corner 54 
Editorials 


Getting Personal 


Looking at Retail Ads 


Weather Makes It Hot 
for Air Cooler Makers 


residential cooling systems this 


year. 

And they hope that last year’s 
experience of overproduction, pan- 
ic and price wars will not be re- 
peated. 

The overstock at end-of-season 
last year was estimated at from 
500,000 to 600,000 room units—aft- 
er extensive credit and price cuts. 

Overstock is reported almost 
gone now, and the industry is look- 
ing forward to selling new units 
at prices commensurate with those 
at the opening of the °54 season. 


s Although there is varied senti- 
ment in the industry about the 
future of air conditioning, most 
air conditioning men seem to agree 
on three points: (1) the air condi- 
tioning market has barely been 
touched to date; (2) the long-range 
future of air conditioning is in res- 
idential cooling rather than room 
coolers and (3) all factors consid- 
ered, weather will have the big- 
gest effect on sales. 

A cool summer might recreate 
some of the panic of last year. But 
manufacturers say that they were 
over-enthusiastic last year and 
overproduced. 

(Continued on Page 32) 


Japanese Sewing 
Machine Does 
Sewer's Thinking 


New York, June 15—Insofar as 
sewing machines are concerned, 
the push-button age begins in Sep- 
tember. 

Heralded with advertising in 
eight consumer books and six busi- 
ness publications, the new Pace- 
setter, product of Brother Sewing 
Machine Mfg. Co., of Japan, will 
be introduced to the American 
market through its domestic dis- 
tributor, Brother International 
Corp. 

According to Sol Adler, engi- 
neer who worked with Japanese 
designers on the creation of the 
new machine, the Pacesetter is a 
sewing machine with a brain—it 
computes pattern relations, adds 
numbers, directs fancy stitch com- 
binations and coordinates opera- 
tions to produce any of about 6,000 
different patterns claimed for the 
machine. 


® The operator merely sets two 
key buttons, in accordance with 
instructions given her by a pat- 
tern-selecting dial, and, the Pace. 
maker’s builders say, the machine 
takes over from there. 

Through Allen Christopher Co., 
the new appliance, together with 
the previously introduced Select- 
O-Matic (AA, April 4), and a 
forthcoming home knitting ma- 
chine, also made by Brother, will 
be advertised in Butterick Pattern 
Books, Good Housekeeping, Life, 
McCall’s, McCall’s Pattern Book, 
Parents’ Magazine, The Saturday 
Evening Post and Vogue Pattern 


NECCHI SLATES TV 
SALES CONFERENCE 


New York, June 14—Necchi-El- 
na’s fifth annual national sales 


12| convention will be held by means 


8 . . 
Looking at Radic BTV icccccccccccccceceneeneeee 5A | of a closed circuit telecast in 18 


cities from coast to coast. The 


On the Merchandising Front ................... ‘se | July 10 event will mark the first 


Photographic Review 


Rough Proofs 12 

’ : Salesense in Ads ..... 56 
There's hope for a truce in the Vii ot the Advertiser 66 
war between copy and research: | what They’re Saying 12 


42;}use of this technique within the 


sewing machine industry. 
About 3,000 distributors, dealers 
(Continued on Page 71) 
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Three Paper Mills 
Raise Book Paper 


Prices $5 Per Ton 


New York, June 16—Several 
major mills this week raised prices 
on book paper $5 a ton, effective 
July 1, on both contract sales and 
merchant stocks, 

The price hike, anticipated for 
several weeks in the paper trade, 
has been put into effect by Mead 
Paper Co., Kimberly-Clark Corp. 
and St. Regis Paper Co. At Cham- 
pion Paper & Fibre Co., Oxford 
Paper Co., S. D. Warren Co. and 
West Virginia Pulp & Paper Co., 
AA was told no price change had 
been made, but that the situation 
is being studied. It is generally as- 
sumed in the paper market here 
that all leading mills will raise 
book paper prices by July 1 or 
shortly after. 

Local paper merchants have 
raised their base prices on stock 
orders about 35¢ per 100 lbs., and 


are quoting 45-lb. machine coated 
stock in rolls at about $9.95, and 
60-lb. stock in sheets at $13.05. 

Mills gave several reasons for 
the price advance: Higher pulp 
prices, increased labor costs, high- 
er manufacturing costs, increased 
demand. Merchant stocks are low, 
and some customers are understood 
to be six to eight weeks behind on 
deliveries. 

While the newsprint market is 
still holding at $126 a ton delivered 
here on contract, it is believed that 
another price hike is in the making. 
Newsprint consumption is at a 
record high, publishers’ stocks are 
at the lowest point since 1950, the 
labor situation is unsettled, and 
during recent weeks there has 
been increased activity in the so- 
called black market; one newsprint 
broker is understood to have ne- 
gotiated a deal for 400 tons at $140 
a ton within the past week. 

The American Newspaper Pub- 
lishers Assn. reports consumption 
of newsprint for the first five 
months by member newspapers 


was 2,074,828 tons, up 6.6% over 
the 1,946,044 tons consumed during 
the same period of ’54. U. S. pub- 
lishers’ stocks dropped to a 29-day 
supply on May 31, the lowest since 
April, 1950, ANPA says. There was 
a 38-day supply at the end of May, 
54 and a 31-day supply at the end 
of April, ’55. 

Newsprint production is also 
breaking records. For the first five 
months of ’55 U. S. mills turned 
out 605,361 tons, 26.9% more 
newsprint than in the first five 
months of °54, while output in 
Canada was 2,549,186 tons, up 4.2% 
over the same period of ’54. Total 
continental increase, Newsprint 
Service Bureau says, is 230,490 
tons, or 7% over the corresponding 
period of ’54. 

North American manufacturers 
stocks on May 31 totaled 176,144 
tons compared with 193,145 tons 
at the end of May, ’54. 

All of these factors, in the opin- 
ion of market men here, tally up to 
another price hike in newsprint, 
probably before fall. 
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They’re even more kissable...in lowa! 


THE DES MOINES 
REGISTER ann [RIBUNE 


An “A’’ schedule newspaper in an ‘‘A-1’’ market! 
Gardner Cowles, President 


REPRESENTED BY 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—Los Angeles and San Francisco 


And the smart use of modern cosmetics is some- 
thing no Iowa Miss or Mrs. overlooks. Take lip- 


stick for insta 


nce. It makes no difference whether 


she lives on the farm or in the village, in a town 


or in one of 


Iowa’s busy cities .. . our Brand 


Inventory* shows she’s a regular user. 


One brand 


23.9% use in 
portunity in 


in particular seems to have caught 


her fancy—going from 16.6% use in 1953 to 


1954—but there’s always new op- 
this better-than-average-educated, 


better-than-average-income, state-wide market. 
You can leave it to the girls, but it’s a whole lot 


smarter to tell "em your sales story. And the 


of Iowa! 


surest way, is through the more-than-500,000- 
circulation DES MOINES SUNDAY REGISTER 
... the one media that gives you she entire state 


*Cosmetics are thoroughly covered in our latest 
BRAND INVENTORY IN THE HOMES OF IOWA SUB- 


SCRIBERSto The Des Moines Sunday Register. For your 
copy, simply write us on your company letterhead. 


B&B Is Just Part 
of ‘New Program’ at 
Studebaker: Noble 


(Continued frem Page 1) 
vertising ante by 30% to $8,000,000 


of,” the choosing of an agency. 
“We had to do one thing at a 


needed a stronger ad program—so 
we put the money into it. Next 
year it will be still larger.” 

Meanwhile, on a separate agen- 
da, the problem of a new agency 
was being tackled. But it was no 
mass operation, 

“We interviewed only the three 
top agerncies which we thought 
could handle this account—Leo 
Burnett, Fuller & Smith & Ross 
and Benton & Bowles. 

“We believed that these agencies 
were going places. We feel our 
division is, and we wanted an 
agency that could meet the pace. 
In Benton & Bowles, we think we 
have such an agency. We thought 
they were alert, and that they 
made very practical proposals.” 


= Did the new ad budget and the 
agency change signalize a large- 
scale entry into the tv medium? 
Mr. Noble was asked, “Definitely 
not,” he replied. 

“We are not planning a tv 


sion by Studebaker to raise its ad- | 


a year, This step was taken a) 
month prior to, and “independent 


time,” Mr, Noble explained. “We | 


ROBERT £. HEALY has been named 


exec. v.p. of McCann-Erickson, 

New York, moving up from v.p. 

and chairman of the operations 

committee. McCann’s other exec. 
v.p. is Emerson Foote. 


Hooper, Broadcast 


Ad Reports, ARB Set 
Up Rating Service 


New York, June 17—C. E. Hoop- 
er Inc., American Research Bureau 
and Broadcast Advertisers Reports 
have announced a new cooperative 
service to be called Monitored 
Commercials with Audience Rat- 
ings. 

Designed to give a competitive 
picture on how various brands are 


splurge,” he said. “We will keep faring in radio and television sales- 
pace with the industry, but will not/ manship, the new service is now 
let it set our policies. We have available in New York, Chicago, 
about $1,750,000 invested in tele-| Los Angeles, Boston, Philadelphia, 
vision out of the $8,000,000. We, Washington, Baltimore, Pittsburgh 


will expand in the medium, but not 
extravagantly—perhaps to 20% or 
more. 

“We have our dealers to consider 


work in close cooperation with 
them, and their advertising needs 
are the important thing.” 

And how was it that Studebaker 
wanted an agency service branch 
in Detroit, instead of Chicago, the 
branch-office Mecca? 

“We wanted Detroit for the 
simple reason that it’s the hub of 
the auto industry,” Mr. Noble an- 
swered. “It’s where our eyes are 
focused.” 

B&B has already started prelim- 
inary work on the account, with its 
starting assignment the introduc- 
tion of Studebaker’s 1956 line. The 
balance of the 1955 program will 
be handled by Roche, Williams. 


first of all,” he explained, “We 


‘and San Francisco. Other cities 
will be added later. 

The Hooper company explained 
the service as a “detailed compila- 
tion and summary of broadcast 
commercials for all leading brands 
in a given product category in a 
single metropolitan market in one 
week. The appropriate audience 
rating is then applied to each com- 
mercial. In order to provide a com- 
mon denominator for the commer- 
cials, each audience rating is then 
multiplied by a weighting factor, 
reflecting the length of the com- 
mercial.” 

This slide rule work will pro- 
duce a figure—arrived at by a 
point basis—to be known as the 
Hooper Index: of Commercial Ex- 
posure. 

The new service will be offered 
on a special order basis. 


Division of Chrysler Corp. 
Station poster series IS a 


pressions high.” 
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2*D, THE LONGEST 
“LARGEST AND 
LOWEST PRICED 


IS RIGHT! 


JACK MINOR, Director of Advertising and Merchandising, DODGE 


says — “We're finding that our TDI 
big one for getting the stepped-up 


attention of fast-moving commuters both morning and night. 


We and our agency (Grant) are enthusiastic boosters of the job 
that TDI can do for DODGE. The cost is low and the im- 


Write for large marketing map of Greater New York Market and 
population and sales statistics for TDI COMMUTER-LAND. 


FATRANSPORTATION DISPLAYS, INC. 


GRAND CENTRAL TERMINAL BUILDING * NEW YORK 


17 
MU 6-3456 


STATION POSTERS & DIORAMAS + CAR CARDS « TIMETABLES 
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AMERICA’S LARGEST FAMILY MAGAZINE 


Reap BY 11,000,000 Famitres Every SuNDAY 


Economic experts estimate that by 1960, our population 
will be around 177 million, our work-force will be in- 
creased by 7.5 million and we’ll be turning out goods and 
services valued at $413,500,000,000! Mere contemplation 
of this colossal spiral of productivity is awe-inspiring. 


But if America is to make this superabundance a reality 
of consumption, then distribution and advertising must 
keep pace with production. And only a publication that 
can count its circulation in eight figures will have the 
capacity to really sell tomorrow’s almost limitless markets. 


Measured by this standard, THIS WEEK Magazine is 
unquestionably The advertising vehicle for today and 
tomorrow. It is now five years since THIS WEEK at- 
tained its 10,000,000 circulation, and while other maga- 
zines strive mightily to reach and hold less than half that 
much, America’s largest family magazine has added its 
eleventh and moves steadily on toward its twelfth million. 


There’s no mystery to it. No editorial frenzy — no circula- 
tion chase. It’s as simple as A.B.C.* At its inception, 
THIS WEEK was linked to the country’s leading Sunday 
newspapers so its distribution and growth has paralleled 
the expansion of those strategically important markets 
that are primarily responsible for our expanding econ- 
omy. Thus, from the beginning, THIS WEEK set the 
pattern for its own success. 


It also set the pattern for results for its advertisers. For 
Sunday, in the home, is The time and The place to win 
friends and influence family buying decisions. The vital- 
ity of THIS WEEK’s wholesome and constructive edito- 
rial program, the plan and pattern of its distribution, the 
strength and character of its newspapers have combined 
to produce an advertising medium of matchless effective- 
ness. And each year, more and more advertisers are 
making THIS WEEK the keystone of their advertisin 

programs. | 


*Audit Bureau of Circulation 


SHARES THE POWER AND PRESTIGE OF 
THESE 35 GREAT NEWSPAPERS WHICH DISTRIBUTE IT 


The Baltimore Sunday Sun New Orleans Times-Picayune-States 


The Birmingham News 

Boston Sunday Herald 

The Charlotte Observer 

Chicago Daily News 

The Cincinnati Enquirer 
Cleveland Plain Dealer 

The Dallas Morning News 

Des Moines Sunday Register 
The Detroit News 

The Houston Post 

The Indianapolis Star 

The Jacksonville Florida Times-Union 
Los Angeles Times 

The Memphis Commercial Appeal 
Miami Daily News 

The Milwaukee Journal 
Minneapolis Sunday Tribune 


New York Herald Tribune 


Norfolk Virginian-Pilot 
and Portsmouth Star 


The Philadelphia Sunday Bulletin 
The Phoenix Arizona Republic 

The Pittsburgh Press 

Portland Oregon Sunday Journal 
Providence Sunday Journal 
Richmond Times-Dispatch 
Rochester Democrat and Chronicle 
St. Louis Globe-Democrat 

The Salt Lake Tribune 

San Antonio Express and Sunday News 
San Francisco Chronicle 

The Spokane Spokesman-Review 
The Washington Sunday Star 

The Wichita Sunday Eagle 
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Doering to Westheimer 
Hubert R. Doering, formerly 


with Weiss & Geller, Chicago, has 
joined Westheimer & Block, St. 
Louis, as an account executive. Mr. 
Doering also has been associated 
with Compton Advertising, Gard- 
ner Advertising Co. and McCann- 
Erickson and with Anheuser- 
Busch Inc. and Jos. Schlitz Brew- 
ing Co. 


Brinkworth Joins O’Leary 

John J. Brinkworth, retired v.p. 
of the New York Central Rail- 
road, has joined John J. O’Leary 
& Co., Englewood, N. J., public 
relations company, as a senior con- 
sultant. 


This Week in Washington 


Census May Work Deadline Miracle 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, June 16—Despite 
appropriations trouble, the Census 
Bureau may still do the impossible 
and produce detailed breakdowns 
of the new censuses of business 
and manufactures by late October 
or November. 

It is still “iffy,” because lots of 
things could go wrong. But the 
collection of information is on 
schedule; field offices are being 
closed down this week. Moreover, 


@ We Love those HARD Jobs- 
The Folded and the Bound! 
IMPRINTING—OVERPRINTING 


Sersen’s IMPRINTING, ING. “T7"N*Toomis st. 


CHICAGO 7 


the electronic tabulating system, 
including Univac, is measuring up 
to expectations. 

This remarkable record is pos- 
sible only because of smart man- 
agement and imaginative use of 
electronics. If deadlines are met, 
results will be available within 
nine months after the actual mail- 
ing of question forms. That’s less 
than half the time required for 
comparable work when similar 
censuses were taken a few years 
ago. And at a saving of several 
million dollars. 

. s . 


Budget Crisis: The big complica- 
tion for the censuses of business 
and manufactures is money. This 
week the Senate clipped $655,000 
off the budget for tabulating and 
printing. It looked as if the plan 
for fast tabulating and printing 


would have to be junked. 

But bureau personnel are fight- 
ing to save their original time 
table. They point out that the Sen- 
ate appropriations committee de- 
clared: “It is not intended by the 
committee that the reduction 
should delay or curtail the planned 
work on these censuses, but that, 
if it is demonstrated that addi- 
tional funds are required in fiscal 
1956, to complete it, a supplement- 
al estimate will be submitted.” 

Census people feel this is a man- 
date to push ahead on schedule and 
to come back in January if funds 
run out. Before going ahead, how- 
ever, they need an okay from the 
Budget Bureau, which is generally 
hostile to any plan involving a de- 
ficiency request. 


FCC Rebuked: Circuit Court of 
Appeals Judge David Bazelon gave 
the Federal Communications Com- 
mission an unprecedented tongue 
lashing in a decision tossing out 
FCC’s assignment of Channel 12 in 


Here’s How Lincoln-Land Responded! 


The map shows the percentage of total orders 
received from each county. It’s a perfect example 
of the power of KOLN-TV throughout all Lincoln- 
Land generally, and in Lancaster County (Lincoln) 
specifically. More than one-third of all orders 
came from this, Nebraska's second metropolitan 


market! 


City 


~ 


KOLN-TV 


Buchanan-Thomas Advertising Company, Omaha, made a 


very careful study of the pulling power of each of fifteen 
Stations cafrying a special flower-seed offer, Lreaking 
down the results on the basis of cost-per-order received. 
To get the flower seeds, viewers were required to send 


in twenty-five cents plus a key 


strip from a can of 


Butter-Nut Coffee. This was the acid test for both coverage 
and showmanship — the one and only objective was 


ORDERS! 
Here’s the Box Score on 


the Top 6... 


KOLN-TV— 28¢ PER ORDER 
VHF STATION B— 40c PER ORDER 
VHF STATION C— 45¢ PER ORDER 
VHF STATIONS D AND E— 53c PER ORDER 
VHF STATION F — 67c PER ORDER 


If it’s results you want, don’t miss the 207,050 families in 
Lincoln-Land — more than half of them reached only 


by KOLN.TV. 


covERS LINCOLN-LAND—NEBRASKA’S OTHER BIG MARKET 


CHANNEL 10 © 316,000 WATTS © LINCOLN, NEBRASKA 


ABC DUMONT 


Avery-Knodel, JInc., Exclusive National Representatives 


Rc rr UR 
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Advertising Age, June 20, 1955 


Clarksburg W. Va., 
WBLEK. 

The sense of the decision was 
that the commission brushed aside 
serious charges levied by Clarks- 
burg Publishing Co. without con- 
ducting an adequate hearing. 

The grant had been made to 
WBLK within 24 hours after a 
competitor withdrew from the 
case. Clarksburg Publishing Co. 
then protested there would be an 
illegal overlap between WBLK-TV 
and WTRF-TV, Wheeling, both 
owned by News Publishing Co. 

Judge Bazelon charged that the 
FCC seemed more interested 
in defending the grant than in de- 
termining the public interest. He 
wrote: “Nothing in the present 
protest record dispels the strong 
impression that, on the concentra- 
tion of control issue alone, the 
grant would not be in the public 
interest.” 


to station 


e . e 

Bonzana: Business men and econ- 
omists who sparked last year’s 
drive for lower federal excise 
taxes are happily slapping each 
other on the back. By coincidence 
or otherwise, events worked out as 
they predicted. For a year’s ex- 
perience with lower rates shows 
sales volume far ahead of the pre- 
ceding 12 months, and federal tax 
losses well below the anticipated 
amounts. 

Internal Revenue Service re- 
ports show. sales for the entire 
group of goods and services sub- 
ject to excise taxes hit $14 billion, 
compared with $10 billion in the 
12 months before the tax cut. Tax 
losses were $600,000,000 instead 
of the $1 billion anticipated by the 
Treasury. 

Jewelry sales, for example, were 
up from $1 billion in the 12 months 
before the tax cut to $1.5 billion 
in the succeeding 12 months. Toi- 
let preparation sales went from 
$560,000,000 to $811,000,000; furs 
from $193,000,000 to $295,000,000; 
luggage from $439,000,000 to $556,- 
000,000. Sales of home appliances 
(except air conditioners) gained 
$217,000,000; transportation ticket 
sales were up nearly $300,000,000, 
to pass the $2 billion point; and 
local telephone service charges 
were $2.9 billion, an increase of 
$447,000,000. 

. 7 . 

Tax Exemption Finale: Congress 
applied finishing touches to leg- 
islation repealing provisions of the 
1954 tax bill authorizing business 
men to set up tax reserves for 
anticipated business expense and 
prepaid circulation income. Both 
houses overwhelmingly supported 
Treasury Department spokesmen, 
who said the cause was good but 
was proving too costly. Before 
agreeing to repeal, however, the 
Senate finance committee issued a 
report urging the Internal Revenue 
Service to draft a rule which will 
enable all publishers to treat pre- 
paid subscription income as in- 
come for the year when the sub- 
scription is serviced. Senators 
found some publishers have this 
privilege; others don’t. 


BBDO Adds Cocomalt 


Penick & Ford, New York, has 
named Batten, Barton, Durstine 
& Osborn to handle advertising 
for Cocomalt. R. B. Davis Co., 
Hoboken, a wholly owned subsid- 
iary of Penick & Ford, markets 
Cocomalt and Swel frosting and 
baking powder. The last two prod- 
ucts will continue with Samuel 
Croot Co., which previously ad- 
vertised Cocomalt. BBDO already 
handles Vermont Maid _ syrup, 
Brer Rabbit molasses and My-T- 
Fine desserts for Penick & Ford. 


Bowes Names Forrester 
Charles Bowes Advertising, 
which has moved to larger quar- 
ters in the new Hardware Mutual 
Bldg., Los Angeles, has appointed 
Joseph H. Forrester art director. 
Mr. Forrester formerly was art di- 
rector of Mayers Co., Los Angeles. 
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“Today is Post day 


Everybody pays 
for the food 
nobody eats 


~that's the paradox of parity prices 


Already, every adult American has a $75 stake in surplus farm 
products that we can’t eat, can’t wear, can’t sell, can’t even give 
away! And this is just the beginning. Farmers claim they need 
supports. But do all of them? And can we afford it? Richard Thruel- 
sen leads you through the maze of pros and cons and shows why— 


though half the world is hungry—Too Much Is Our Trouble. 


How safe is your 
safe-deposit box? 


Don't let the locks, bars and guards 
mislead you. Slick thieves can 
and do get in—and get away with 
it. William FE Longgood tells how 
they do it—and how the owners 
often unwittingly help them! 


picks the winner of the Oper 


The “Hogan” era of golf has come to a close, says 
Sarazen. Snead, Middlecoff and the rest are about to 
be eclipsed by a younger, hungrier and better crew! 
The “Old Pro” lines up the contestants in this Thurs- 
day’s Open and picks a winner who should dominate 
golf for years to come. If you're a golfer, or a golf fan, 
don’t miss this one. Sarazen really sticks his neck out! 


How to sell your wife 


A VACATION 
AT HOME. 


—it’s glass eyes 
and moose teeth 


Fossils set in silver! 3-lb. necklaces! 
Dream up off-beat jewelry, and ‘ 
chances are Sam Kramer has 
beaten you to it. Richard Gehman 
tells how this Greenwich Village 
gemsmith makes some women 
reach for their smelling salts, 
others for their pocketbooks! 


Promise her breakfast in bed. Tell 
her to buy dresses with the money 
you'll save. They’re the secret weap- 
ons Bill used on his wife. But he 
didn’t know she had a “massive- 
retaliation” policy of her own! 
(Short story by Steve McNeil.) 


q ———_imes, Tuesday, June 14, 1955 


PAST ae 


newsstand gives the public its 


free choice of 150 magazines. 


It offers no inducement to buy. 


No cut rates. No combinations. 


And week after week, people 


put down more cash money 


for The Saturday Evening Post 
than for any other general 
magazine. (In any 4 weeks, on 


newsstands, it outsells the two 
big picture books combined.) 


= scuer) Remember this when you 


NEWSSTAND 
SALES 


~=""'| weigh the comparative vital- 


ity of magazine circulations. 


LOOK = COLLIER’S 


A CURTIS MAGAZINE 
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‘Kansas City News- 
Press’ Will Switch 
to Daily on July 4 


Kansas Crry, Mo., June 16—The 
Kansas City News-Press, a success- 
ful weekly newspaper with a city- 
wide circulation since 1933, will 
become a daily on July 4, in com- 
petition with the Kansas City Star, 
this city’s only daily since the 
Kansas City Journal suspended in 
1942. 

Garrett L. Smalley, editor and 
publisher, said the News-Press 
will produce seven editions each 
week, with a policy “devoted to 
building a second newspaper” in 


FREE SAMPLE—New Scissors and Paste- 
Pot art service by the originators of cre- 
ative layout devices. Get your copy of 
the new monthly Clipper—all new in 
size, format, content, ideas — sample, 
yours to use without cost. Sensational 
intreductory offer. No obligation — no 
salesmen. Address: Multi-Ad 


Jnc., Box 806A, Peoria, Illinois. ~~ 


Kansas City. 

“We will definitely be a com- 
petitor to the Kansas City Star,” 
said Mr. Smalley, who acquired 
the News Press more than 30 years 
ago. 

As a weekly, the News-Press 
circulation was 18,000 for its June 
12 edition. For many years, the 
weekly has hammered at the Star 
in Page 1 editorials, but Mr. 
Smalley described the policy of 
the new daily as one of “friendly 
competition.” 


= “We want to operate on a basis 
of ‘live and let live,” said Mr. 
Smalley. “Of course, we will fight 
any opposition in unfair or unjust 
selling of advertising, but I don’t 
believe that will occur in Kansas 
City again.” 

A federal district court jury re- 
turned a guilty verdict against the 
Kansas City Star Feb. 22 on two 
counts of an anti-trust indictment 
charging attempt to monopolize, 
and monopolization of the dissem- 
ination of news and advertising in 
the Kansas City area. 


Emil A. Sees, advertising direc- 
tor of the Star, was convicted on 
the count of attempt to monopo- 
lize, and found innocent on the 
second count. A motion for a di- 
rected acquittal regarding Sees 
still is under consideration by 
Judge Richard M. Duncan. 


= After the conviction, Roy A. 
Roberts, president of the Star, said, 
in a written statement, that the 
government developed clearly that 
the “real and ultimate goal of the 
anti-trust division is to break down 
the Star’s circulation plan of 13 
papers a week—morning, evening 
and Sunday—for one subscription 
price.” 

Subscribers to the Star pay 40¢ 
a week for its editions. During 
May, 1955, the net paid circulation 
of the Star, as published by the 
newspaper, was 349,027 daily av- 
erage for the evening edition, 341,- 
600 for the morning edition, and 
366,499 for Sunday. 

At the start, advertising rates of 
the daily News-Press will be based 
on a circulation of 10,000, Mr. 


Smalley said, but a circulation of 
at least 25,000 is anticipated. 


® The new daily kicked off its ven- 
ture with a full-page ad in the 
Sunday edition of the Kansas City 
Star, June 12. 

A full staff of reporters, Mr. 
Smalley said, will be used for city 
coverage. The newspaper has 
signed several name features, in- 
cluding Drew Pearson, Walter 
Winchell, Earl Wilson, Eleanor 
Roosevelt, Kathleen Norris and 
Herbert Block. It also has pur- 
chased the New York Herald Trib- 
une leased-wire service and Inter- 
national News photos. 


Newspaper Reps Elect 

The Newspaper Representatives 
Assn. of Chicago has elected new 
officers for the 1955-56 term. They 
are C. D. Buddle, J. P. McKinney 
& Son, president; D. B. Milliken, 
Texas Daily Press League, v.p.; 
C. L. Healy, O’Mara & Ormsbee 
Inc., secretary and assistant treas- 
urer, and G. E. Gilbertsen, John 
W. Cullen Co., treasurer. 


i C. PENNY 
SELLS WITH THE 
SAN DIEGO UNION 


AND 


EVENING TRIBUNE 


RETAIL 


New Orleans, La. 
Providence, R. I. 

Louisville, Ky. . 
Columbus, Ohio . 
Rochester, N. Y. . 
Fort Worth, Texas 


SAN DIEGO, California 


SALES 


. $776,560,000 
751,280,000 
678,832,000 
663,309,000 
634,669,000 
610,477,000 


$798 ,689,000 


IMPORTANT CORNER 
IN THE USA. 


If you're not “in” the San Diego Union 
and Evening Thus — you are not 
getting your share of local retail 
sales... because only these two 
great newspapers deliver 90% of 
the billion dollar San Diego market. 


SAN DIEGO: BIGGER 


Advertising Age, June 20, 1955 


Leave Fair Trade 
to States: Barnes 


(Continued from Page 1) 


last March, the attorney general 
has also spoken out strongly 
against fair trade, but he has re- 
fused to indicate whether he would 
go along with the proposal that 
the administration ask Congress to 
repeal existing laws. 

At a press conference at the time 
the report was released, he said 
the legislative recommendaticns in 
the report were being studicd. He 
indicated that Stanley Barnes had 
been instructed to examine them 
and recommend a legislative policy. 

During “Youth Wants to Know,” 
the anti-trust chief said “we think 
public education” is the way to 
bring about repeal of fair trade. 
“For example,” he said, “we are 
conducting surveys now which in- 
dicate that if you live in a fair 
trade state such as Virginia or 
Maryland you will pay 25% more, 
on an average, for any one of some 
605 products that you would buy 
at a corner drugstore, as compared 
to what you would pay in the non- 
fair trade area of Washington. 


= “Now, I think when the con- 
suming public realizes what fair 
trade does to them, they are going 
to look into the matter very care- 
fully, and look toward a possible 
repeal of fair trade laws.” 

He expressed doubt that fair 
trade will ever put discount houses 
out of business. “I think that retail 
price maintenance is an artificial 
method of insuring a price and I 
don’t think that in the long run it 
can ever insure that inflated price, 
because of the well known law of 
supply and demand. 

“I point out that some of the 
people who talk loudest about 
them—the manufacturers who talk 
loudest about enforcing the fair 
trade laws and even file suits to 
enforce it, will go around the next 
day and make a deal with one of 
the distributors to take from them 
the excess manufactured goods 
that they have, where they want 
to make a quick turnover.” 


® One panel member asked wheth- 
er he thought discount houses were 
fair to the consumer. He said he 
thought they were. 

“You don’t have to buy from a 
discount house unless you want 
to,” he said. “If you want to get a 
cheap price and nothing more, you 
can go to a discount house. 

“If you want to get some other 
type of service, such as delivery of 
your goods or a fancy gift wrap- 
ping or something of that kind, you 
can go to some other place and pay 
more, but it should be up to the 
consumer to decide where he wants 
to go, and not a law that says he 
can’t go there.” 

At another point he was asked 
what the Department of Justice 
could do to help people tell the 
difference between unfair and 
fair and keen competition. He 
maintained that the phrase “unfair 
competitor” is often a matter of 
semantics. Frequently, he said, fair 
trade permits a manufacturer to 
maintain prices at a high level, and 
that is not keen competition. 

“The only concern of the De- 
partment of Justice,” he said, “is 
to remove restraints upon the abil- 
ity of a man to have his own 
right to say what he is going to sell 
something for, within his own 
judgment and within his own 
discretion. That is the American 
way of letting an individual decide 
how he wants to conduct his busi- 
ness.” 


Carlisle Joins ‘Newsweek’ 
David Carlisle, formerly with 

WEIL-TV, has joined the Phila- 

delphia sales staff of Newsweek. 
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announces... 


New Politz Study of home-delivered 
households that will affect your media 


decisions in the Chicago market 


You can sell more when you know more about the people who will read your newspaper 
advertising in the Chicago market. 


The new Chicago American Home Study is almost like meeting personally 738,000 
people who live in and around Chicago. 


You can get the facts about their age, number of children, occupation, income and 
family possessions. They are facts which will help you prepare sales-producing adver- 
tising, help you evaluate a huge newspaper market. 


This is a study of people who have the Chicago American carrier-delivered to their 
homes every evening. To get accurate and unbiased measurements, we requested 
Alfred Politz Research, Inc. to make this study. 


The A.B.C. Publisher’s Statement for the six months ending March 31, 1955 shows 
43% of the Chicago American’s city and retail trading zone circulation to be home- 
delivered. Because this represents a substantial portion of our circulation, we felt that 
a survey of this large and known audience represented the best area to study. (The 
American is the only Chicago newspaper which maintains its own home-delivery 
carrier organization. 


We welcome the opportunity to give you a personal copy of this important Home 
Study. We know that it will help you sell more of your merchandise to a huge share of 
the nation’s second largest market. Write, wire or phone the Chicago American, or 
your nearest Hearst Advertising Service representative. 
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4 Circulation of leading 

- national magazines (Jan.-Mar., 1955) 
1] LFE 5,649,353 gern of leading 
2 | Ladies’ Home Journal 4,908,368 EE MEGaTMes 
3 | Saturday Evening Post 4,725,851 1 LIFE 26,450,000 
4{ McCall’s 4,554,563 21/1 Look 18,050,000 
5 | Woman’s Home Companion | 4,275,090 3 | Saturday Evening Post 14,050,000 

FACT #1. LirE—with an average weekly circula- 4 | Ladies’ Home Journal 11,500,000 


tion of 5,649,353—leads all other magazines. It has a mar- 
gin of 923,502 over the next leading weekly magazine.* 


EE EAMES FACT #2. LIFE’s weekly readership, 26,450,000, 

, exceeds that of the next leading magazine by 8,400,000 
readers. And LIFE’s audience is consistent. Counting only 
people who read 5 or 6 out of 6 issues, LIFE has twice the 
audience of the next leading magazine.* 


*Source: A Study of Four Media (1953), by Alfred Politz Research, Inc, 
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the ad game. 
mister ‘°° 


Anybody who can’t resist studying the figures on a page like this 
is probably—but not necessarily—connected with advertising. 


Maybe an ad manager or an agency man. Maybe a wholesaler 
or a retailer. Someone whose business it is to know which mag- 
azine is the whichest...on every different count. 


On the other hand, the inquisitive character could be just an 
Average Consumer. 

For the Average Consumer (meaning everybody) would appre- 
ciate knowing that LIFE magazine is so exciting—week after week 
—that it is read by more people than read any other magazine. 

And that LIFE’s advertising pages—with all the wonderful va- 
riety of things to buy—make up just about the best shopping guide 
in the U. S. today. 


Here are the facts and figures that prove it: 


Number of mentions of national 
magazines in 1954 national brand Total advertising revenue of leading 
| names awards contest national magazines (Jan.-Mar., 1955) 
1 LIFE 851 4 LIFE $25,541,228 
2 | Saturday Evening Post 103 2 | Saturday Evening Post 17,539,174 
3 | Better Homes & Gardens 38 3 | Time 8,315,014 
4 | Good Housekeeping 33 41| Look 5,504,263 
5 | Mademoiselle 20 5 | Ladies’ Home Journal 5,171,593 


FACT #3. In the 1954 National Brand FACT £4. In the first quarter of 1955, national ad- 
Names Awards Contest, a contest for the retail vertisers spent $25,541,228 of their advertising dollars in 
promotion of national brands, the 24 winning re- LIFE—$8,002,054 more than in the next leading maga- 
tailers used LIFE in their entries 851 times. The zine.* In the first half of 1955, LIFE’s revenue will exceed 
next leading magazine received only 103 men- $61,000,000. 

tions. LIFE mentions were 2 times as many as *Source: Publisher’s Information Bureau (gross figures) 


those of all 31 other magazines combined. 


9 Rockefeller Plaza, New York 20, N. Y. 
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Does It Make Sense? 


Anti-Trust Chief Stanley N. Barnes and Attorney General Herbert 
Brownell adamantly refuse to consider any settlement of their differ- 
ences with the advertising and publishing business short of a consent 
decree which the industry groups consider unpalatable. Turning 
down an ANPA proposal for some form of informal settlement, Mr. 
Barnes declared some time ago: “All groups—no matter what their 
power—must be treated alike.” 

Since then, however, it has become clear that in practice the anti- 
trust division continually exercises administrative discretion in han- 
dling cases. Last week, for example, Mr. Barnes revealed that he has 
moved cautiously on complaints that auto dealers get together and 
rig prices at the local level. Expressing sympathy for the problems 
of the dealers, he said the dealers better stop...or they will be 
prosecuted. 

We do not regret that the government has tempered justice with 
mercy in the case of the dealers. But we think the public interest 
would be served better if it was equally flexible in its relationships 
with the advertising and publishing industry, 

From the looks of things, the advertising case will be hanging fire 
for years and will eventually go to trial at considerable cost to the 
industry and the government. Maybe this is inevitable. Yet who can 
say it should be that way, since there has not been any serious effort 
by men of good will in both camps to get together to determine the 
actual areas of disagreement and the possible solutions short of trial? 

We find the government’s refusal to consider informal settlement 
difficult to comprehend. Attorney General Brownell insists he needs 
settlements which can be enforced in court. But is that so important, 
especially in cases like this one, where no flagrant offenses are 
charged and where the people involved are conceded to be honest 
and respected citizens? 

Even if it turns out that there is some validity to the government’s 
charges, surely the public interest will be better served if the matter 
is disposed of rapidly, at minimum expenditure of time and money. 
Why should the Attorney General be reluctant to pioneer new pro- 
cedures which could ease the crowded dockets of the courts and leave 
the limited staff of the anti-trust division free to deal with issues 
of greater consequence? 


Presenting a Basic Problem 

Clarence Eldridge, executive vice-president of Campbell Soup Co., 
made an unusually thought-provoking talk to the Advertising Fed- 
eration of America last week. 

Emphasizing that he was speaking entirely for himself, and not for 
Campbell, Mr. Eldridge delivered an impassioned plea in which he 
said that advertisers should not support entertainment which does 
not measure up to high standards of decency and morality, and should 
not advertise in media which are not “decent and loyal,” or which 
consciously or unconsciously tend to “undermine and destroy the 
system upon whose survival the advertiser himself is so completely 
dependent.” 

No one will argue with Mr. Eldridge’s concept that advertisers 
ought not to be associated with cheap, tawdry or salacious entertain- 
ment. And it would be difficult to argue that advertisers ought to 
“support,” with their advertising, media which are intent on tearing 
down the basic fabric of American society. From a practical stand- 
point, the overwhelming majority don’t. 

But there is a great element of danger, to advertising and to so- 
ciety, in advertisers attempting to become watchdogs over the edi- 
torial content of the media they use. On balance, it seems to us far 
better to have the editor responsible to his readers for the content of 
the editorial columns, and the advertiser using (or not using, as he 
chooses) the medium as a device for delivering a sales message to a 
worth while audience. 


—C. P. Mobley, Pacific National Advertising Agency, Portland, Ore. 


“How did I know he was a client? He held out his hat, so I put a 
dime in it.” 


What They're Saying 


Forward! 

You know, this familiar edict to 
“make our advertising dollars work 
harder” does call to mind a rather 
interesting picture. It is a picture 
of management lining up adver- 
tising dollars like little soldiers and 
ordering them to go out and cap- 
ture Hill 367 no matter what the 
losses may be. It calls to mind a 
picture of brave little dollars 
swarming out to fight enemy regi- 
ments of advertising dollars, and 
shedding their pennies like blood, 
and perhaps marching proudly 
back to management with a lot of 
captured markets and customers. 


—Carl Zachrisson, v.p. in charge of 
the San Francisco office, N. W. Ayer 
& Son, speaking at the West Coast 
regional meeting of the Assn. of Na- 
tional Advertisers in Santa Barbara. 


Home Buyers 

Our experience at National 
Homes is that newlyweds seldom 
make good prospects for home 
buying. We recently made a survey 
of 1,250 of our dealers’ customers 
in seven cities scattered across the 
country to check our impression. 
It turned out that in only two of 
these cities did newlyweds com- 
prise more than 5% of the buyers. 
These were Buffalo (25%) and 
Springfield, Ill. (30%). 


—James R. Price, presiden 
Homes Corp., Lafayette, In 


Standards 

Advertising helps to raise the 
standard of living by raising the 
standard of longing. 


—Lord Mackintosh, speaking at the 
22nd conference of the Advertising 
Association in Brighton, England. 


National 


Brass Tacks 
We might as wel! admit that we 
business men have been too prone 
to isolate economic freedom—or 
free enterprise—and to ignore the 
other freedoms, such as free 
speech, free assembly, civil rights, 
and equal opportunity for minori- 
ties. There are other important 
freedoms in this country, as we 
should know, and too many of us 
in business have been too busy to 
worry much about them. 
—Walter H. Wheeler Jr., president, 
Pitney-Bowes Inc., Stamford, Conn., 


at the 43rd annual meeting of the 
Chamber of Commerce of the U. S. 


"Missed the Point’ 

ADVERTISING AGE, a publication 
which we highly esteem and which 
usually is very accurate in its 
editorializing, missed the goal by 
a considerable distance in its April 
4 issue, when it criticized the action 
of Hills Bros. Co. (Dromedary 
Mixes) in setting up a 3¢ coupon 
handling allowance to retail gro- 
cers. 

The editorial writer implied that 
no one can tell how much it costs 
to handle coupons, and that, “if 
this keeps on,” we will have a run- 
away battle between manufac- 


turers to see who can offer the most 
to retailers for coupons, with the 


result that retailers will spend most 
of their time entering contests and 
setting up displays, to win prizes. 
Well, all we can say to that is that 
the ADVERTISING AGE man should 
get a job in a grocery store for a 
few weeks, and he will find out 
that the increase in coupon hand- 
ling allowances has been long 
overdue and is very much needed 
under present day labor costs. 
We hope to see the practice of 
3¢ coupon allowances made more 
general. 
—Editorial in The Grocers’ Spotlight. 


Farming Note 

Death rattle of horse-and-mule 
farming: For the first time in 70 
years, Montgomery Ward omits 
harnesses for work horses in its 
special farm catalog. 


—Rural Marketing, monthly publi- 
cation of Better Farming, Phila- 
delphia. 


Threat 

I was in a large plant the other 
day where the decision has been 
made to let the librarian brief 
articles from business publications. 


If an individual wants to read the) 


whole story he can ask for a copy 
of the magazine. If that one catches 
on, advertisers will have to buy 
space in these briefs to reach the 
potential customers. Then where 
will you be. 


—George L. Staudt, advertising man- 
ager, Harnischfeger Corp., speaking 
at the spring meeting of National 
Business Publications. 
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Rough Proofs 


Farmer’s Wife is still a part of 
Farm Journal, and so it may now 
be said in Philadelphia that there 
has been a marriage with Country 
Gentleman. 


Famed discounter Stephen Mas- 
ters refers to the factory list price 
as “the most notorious fiction in 
the whole history of retail adver- 
tising.” 

The bigger the list price, the 
juicier the discount. 


“Bootlegging,” remarks Trust- 
Buster Stanley Barnes, “represents 
a healthy form of price competi- 
tion.” 

N. B.: His comment applied only 
to automobiles. 


A mail order flower dealer who 
got a fine and imprisonment for 
fraudulent advertising led with his 
chin when he started his newspa- 
per copy with “Now, at last—” 


The Four A’s canon which 
frowns on speculative presenta- 
tions, AA says editorially, “is no 
more than a pious hope.” 

Or maybe a foregone conclusion. 


Allan J. Copeland, who says his 
agency is not recognized by the 
ANPA, nevertheless defends the 
system as necessary and desirable. 

He should be getting some good 
news in the mail from New York 
any day now. 


Ben Duffy has just been award- 
ed an honorary LL.D. degree by 
St. Joseph’s of Philadelphia and 
isn’t worrying a bit about the pro- 
posed establishment of a college of 
advertising. 


There’s a job as _ receptionist 
open, a classified ad says, in “an 
attractive agency for an attractive, 
qualified girl.” 

Gladys may have a friend. 


Jo Stafford set an interesting 
precedent when she received a 
solid gold can of Glass Wax from 
her sponsor. Maybe somebody else 
will be in line for a solid gold 
Cadillac. 


“Muzzle media’s indecent, dis- 
loyal, anti-business voices, Cla- 
rence E. Eldridge urges.” 

Who'll be the first to admit he’s 
an objectionable character? 


After landing four big accounts 
in two weeks, including Stude- 
baker, the boys at Benton & 
Bowles will be pardoned for break- 
ing into the chorus of “Wagon 
Wheels.” 


“Pay-tv contenders exchange in- 
sults freely,” headlines the world’s 
greatest advertising journal. 

The debate is becoming tremen- 
dously enlightening to the FCC. 
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The Inqu 


What gives THE INQUIRER a 4-to-1 lead over the second paper 
every day of the week in retail electric appliance advertising ? 
ACTION, and action only! Without doubt, THE INQUIRER 
is FIRST FOR ACTION in Delaware Valley, U.S.A... .amar- 
ket that grows bigger every day. Yes, FIRST in National, 
Retail, Classified and Total Advertising. 
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More People Own Their Homes in 


DELAWARE VALLEY, U.S.A. 


62% of Delaware Valley homes are 
owner-occupied—and families in 
America’s 3rd Market spend heavily to 
furnish and improve them. Effective buy- 
ing income over $8 billion annually. 


The Philadelphia Prguirer 


Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: West Coost Representatives: 


NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. DIX FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bldg. 155 Montgomery St. 3460 Wilshire Boulevard 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 
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Why do people who don’t have 
babies buy 20% of the 
baby food sold in Chicago? 


President Jones of the Jones Baby Food Company beamed an executive type smile. Y 


(Those names are fiction, but this story deals in facts—nothing but the facts.) The Jones 


Baby Food Company had never had it so good. Sales were even outdistancing 


But Mr. Jones couldn’t help wondering why. 
So one day when President Jones was playing golf, he pitched a question to his pal 
£ * 
Joe. Rag 


V4 “Joe,” asked he, “why do you suppose . . . etc., etc., etc.?” 


Now when Joe wasn’t playing golf, he sold advertising space in the Chicago Tribune. 


So when he got back to the office, Joe went down the hall 
big office with “Manager of Research and Presentations” painted on the door. And 


Joe asked the M. of R. and P. why did he suppose. 
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After sending out his spies, and conferring with the Sales Development Division, te ant y 


the M. of R. and P. came back with the answers: Babies aren’t the only people who 
don’t have teeth. And there are lots of invalids who have to stick to special diets . . . and people 
looking for small servings of vegetables and fruit. FoR And all of these people bought baby 
a» 
AZ 
food. In fact, one out of five buyers of baby food in Chicago didn’t know a diaper from a bassinet. 
As we said before, this story is true—and it’s a typical example of how the Chicago 
Tribune can answer your sales or marketing questions about Chicago. 
Nobody knows Chicago like the Tribune. 
We have spent several million dollars to find out what kind of people live here, 
= 
what they do, fos where they shop, what they buy and why. Through the 
— 
research service of the Chicago Tribune, you can determine the important facts 
and figures that vitally affect your sales in Chicago. 
Nothing sells the Chicago market like the Tribune. 
Chicago and the adjacent 206 counties of Chicagoland comprise a retail sales market 


[SAlJEs 
valued at $17 billion. te And the best way to sell it is through the 


advertising pages of the Tribune. Does advertising in the Tribune pay? Just ask 
RCA or Armour, Standard Oil of Indiana, or United Airlines. A | 

People may praise the Tribune, fuss about it or blast it—but reading the Tribune in Chicago 
is just like drinking tea in London. WO Almost everybody does it. Everybody feels its 
impact. Practically 3 out of 4 families in the Chicago metropolitan area read the Tribune — 
almost half of all the families in 840 midwest cities and towns read it. (And only 
12% of metropolitan Chicago gets the largest national magazine—and less than 1 out of 10 tunes 
in on an average evening TV program.) 

So if you want to know something about Chicago, call in a 


joe from the Chicago Tribune and put him to work finding out. 


PS. Always remember .. . If you want to SELL Chicago 


TELL Chicago in the Chicago Crib une 
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Chicopee Appoints Tonks 

Neal E. Tonks, formerly with | 
Batten, Barton, Durstine & Osborn, 
has been appointed director of 
merchandising and advertising of 
the Chix baby products division of 
Chicopee Mills Inc., a Johnson & 
Johnson subsidiary. 


SAVE MONEY ON 
ADDRESSING 
Typed addressing from your lists or 
ours at only $7.00 per 1000. Big sav- 
ings on stuffing, sorting and tying. 

Guaranteed quality and service. 


Pee SSS 


‘Du Pont Will Study 


Consumer Attitudes 


on Air Conditioners 


Hor SpriIncs, VA., June 14—The 
first consumer attitude study to be 
done for the air conditioning indus- 
try will be made this summer by 
E. I. du Pont de Nemours & Co. Re- 
sults will be presented to the in- 
dustry next fall. 

This summer’s study, the first 
of an annual series, will center 
around room air conditioners, said 


|. MAILMASTERS, Box 43, Denver 1, Colorado 


Robert J. Thompson, director of 
sales of du Pont’s kinetic chemicals 


| division, which markets refriger- | 
‘ants. 

Mr. Thempson, speaking here to- 
day at the annual meeting of the 
Air Conditioning & Refrigeration | 
Institute, said that “the need for | 
factual information on how people | 
feel about air conditioning—why | 
they buy it and what they like and 
dislike about it—is one of the most 
pressing problems in the industry 
today.” 


® Future studies, he said, will be 
devoted to central station residen- 


tial air conditioning, commercial 
and industrial cooling and industry 


sales practices. 

James Emmett Jr., president of 
the institute, told the convention, 
“The results of Du Pont’s market 
research study will be of great val- 
ue to our industry. They will help 
determine what kind of an indus- 
try-wide promotion and public re- 
lations program we should adopt, 
if any is needed.” 


Joins C-M Purchasing Book 
Ray Fortberg has joined the Chi- 

cago staff of the Conover-Mast 

Purchasing Directory. He was for- 


merly with Caldwell-Clements| 


Publishing Co. 


Let's F 


Your lowa 


ace It! 


Campaign 


Starts With 


KRNT-T 


DES MOINES 


Your lowa campaign starts with Des Moines . . . state 


capital and largest city 


. « « the shopping and distribution 


center .. . salesmen's home base. And your lowa 
campaign starts with KRNT-TV, the showmanship station 


with CBS shows that run 


away with the ratings 


sweepstakes, PLUS Central lowa's favorite personalities 
with established audiences—and proved power 


to move merchandisel 


Face the facts! The same showmanship savvy that always 
gives you the biggest Hooper and Pulse ratings in Des 
Moines Radio will operate the newest Know-How, 
Go-Now Station... KRNT-TV. 


ON THE AIR AUG.1...FULL POWER! 
KATZ HAS ALL THE FACTS 
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NEW SERIES—Remington Rand has 

stepped quietly into the color elec- 

tric typewriter field with this four- 

color ad. The typewriter has been 

remodeled, and the model is Nancy 
Berg. 


Remington Enters 
Electric Typewriter 
Fray with Color 


New York, June 14—Remington 


~ | Rand Inc., which came out with 


the first electric typewriter in 
1925, has remodeled its 1954 gray 


3 model, added six other color fin- 
s: |ishes and stepped into the electric 
‘=| fray with a new ad series. 


The first of a series of four- 
color ads for its electrics appears 
on the inside front cover of the 
June Fortune, and will also run 


“|June 25-in The Saturday Evening 
“| Post, July in Nation’s Business, 
“:|July 9 in Business Week, Sept, 9 
‘|in U. S. News & World Report and 
-| Sept. 12 in Newsweek and Time. 


Remington’s first typewriter ad 


:|in color in seven years, it features 


the short-copy large-photo ap- 


proach. 


® IBM is the big name in the 


‘|electric typewriter field. Royal 
‘| came out with an electric this year, 
‘|in colors, to challenge the IBM 
:|sales leadership, 
‘|there is a lively battle among 
.| Remington, Royal, Underwood and 
‘|Smith-Corona for a share of the 
:|market in electric typewriters. 


and suddenly 


William Pershing Most, ad and 


:|sales promotion manager, type- 
;| writer division, Remington Rand, 
‘|is in charge of the Remington ad 
‘| Campaign. Roger Heins is the art 
: | director, 


The first ad features one of the 
color typewriters and model Nancy 


: Berg. Fred Baker of Studio As- 
-|sociates is the photographer, and 
‘| Leeford Advertising Agency, New 
‘| York, handles the account. 


BBDO Divides Research; 
| Appoints James Swift 


Batten, Barton, Durstine & Os- 


‘|born, New York, has divided the 
'|responsibilities of its research and 
‘| marketing departments. Ben Geda- 
; lecia, formerly supervisor of re- 
: |search, has been named director of 
“|research. Lyle Purcell, previously 
“; |in charge of marketing and re- 


search, continues as v.p. in charge 


“: |of marketing services. 


* |gate-Palmolive Co., 
JWT as an account representative. 


James E. Swift, formerly with 


Music Corp. of America, has joined 
¢ | the public relations department of 
>| BBDO’s Hollywood office. 


JWT Adds Ciba Products; 


4 Names Donald Anderson 


J. Walter Thompson Co., New 


: | York, has been appointed to han- 
= | dle 
‘| Ciba Pharmaceutical Products Inc., 
*| Summit, N. J. Kiesewetter, Baker, 
+|Hagedorn & Smith formerly han- 
*| dled this part of the account. Wil- 


institutional advertising for 


liam Douglas McAdams retains the 


' | balance of Ciba advertising. 


Donald Anderson, formerly a 
brand advertising manager at Col- 
has joined 
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... YOU'RE IN THE BIG PICTURE FOR FOOD! 


One hundred and twenty million times each day, people away from home eat meals in America’s 
institutions, at an annual cost of more than 16 billion dollars, or one-fourth 

of every dollar people spend for food! 

That is The Big Picture for Food—a continuous but always-changing “spectacular,” 

produced around-the-clock, around-the-calendar by institutions executives. 

If yours is a product that belongs in The Big Picture for Food, sell it in the magazine that is their 
daily “‘working script” as they produce the Big Picture for virtually every product of American 

_ agriculture, industry and business . . . food for 120 million meals daily . . . food 

service equipment worth 350 million dollars annually . . . furnishings for. five 

million rooms. . . construction worth nine billion dollars a year... 

maintenance machines and materials for two and one half 


billion square feet of floor space, plus walls, windows, lighting, mechanical equipment .. . 


CONSULT YOUR ADVERTISING AGENCY OR WRITE TO INSTITUTIONS PUBLICATIONS 


= Oe stitute 


MAGATINE 


SERVING THE INSTITUTIONS FIELD FOR 18 YEARS 


Gnotitutiond 


MAGAZIN 


1801 PRAIRIE AVE., CHICAGO 16, ILL. OF MASS FEEDING—MASS HOUSING 


“eo 


...and there's a 


BIG PICTURE 


for you 
if you manufacture 


@ FOOD SERVICE EQUIPMENT... e@ BUILDING PRODUCTS... 


Commercial equipment for 120 $9 billion plus, of new construc- 
million meals prepared daily. tion and expansion in 1955. 


TH 


@ FURNISHINGS... @ MAINTENANCE PRODUCTS... 
6% million rooms furnished for 550,000 buildings to be cleaned, 
America away-from-home. repaired and renovated. 
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CALL FOR SUPERIOR 


When you need better engravings at 

worthwhile savings, take this tip... call 
Superior. If your plates must ring the bell 
. . + boy, call SUperior 7-7070 


EN 


oe 


FOREMOST PHOTOENGRAVING AND OFFSET PLATEMAKING PLANT 
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CHICAGO'S 


Cameo Curtains 
Unifies Accounts, 
Sets Print-TV Push 


New York, June 14—Cameo 
Curtains Inc., the only national 
advertiser in the curtain industry, 
has moved its entire account to 
Friend-Reiss Advertising to 
achieve “better over-all budget 
control and closer coordination of 
campaigns.” 

Cameo currently is spending ap- 
proximately $500,000 a year in 
advertising, Irving Zuckerman, ad 
manager, told AA. 

For a number of years the cur- 
tain manufacturer has been using 
two agencies. Wexton Co. has 
handled print copy, and Product 
Services Inc. placed radio and 
television until last July, when 
Friend-Reiss took over this por- 
tion of the account. 

Cameo will run the biggest ad 
campaign in its history this year 
around the theme, “The best 
dressed windows wear Cameo cur- 


WHIRLPOOL IS 
CLEANING UP 
WITH THIS TWIN! 


THIS TWIN READS THE 


Wiiirlpool automatic washers really have St. Paul house- 
wives in a spin! Thousands of these women are head over 
heels in love with set-it-and-forget-it washers, and according 
to the 1955 St. Paul Consumer Analysis Survey, the women 
in the St. Paul “half” of the Twin Cities market have more 
Whirlpools in their laundry rooms than any other make! 
Whirlpool surged into the lead for the first time in 1954. How? 
With a big, consistent splash of. dealer co-op advertising and 
national advertising in the Dispatch-Pioneer Press! 


Automatic Washer Brand Preference in St. Paul 


MAKE 1955 1954 1953 
CS, pa Gab be ceed 20.4% 18.0% 14.5% 
re 16.2 19.9 23.5 
EE tbs ch waee kc osc 14.4 10.7 14.1 


Are YOU cleaning up in the big, rich St. Paul “half” of 
the Twin Cities market? Or does your sales picture here look 
a little bit dingy? Get your answers from the 1955 St, Paul 
Consumer Analysis Survey . . . a comprehensive study reveal- 
ing the brand preferences and buying habits of the 436,000 
people in the St. Paul market who spend $564 million a year, 
and who make the Dispatch-Pioneer Press their buying guide. 


For your copy, contact your Ridder-Johns representative or 
DISPATCH-PIONEER PRESS write, using your company !etterhead, to Consumer Analysis, 
ee Zee a Dept. B. 
° 
% é i * TC ri e REPRESENTATIVES 
A ° RIODER-JOHNS, INC. 
J + 
Step AR tO DER NEWSPAPER | NEW YORK - CHICAGO - DETROIT 
re 7 ¢ R oh * $$ ° SAN FRANCISCO -LOS ANGELES 
ST. PAUL - MINNEAPOLIS 
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Advertising Age, June 20, 1955 


tains.” It will feature the endorse- 
ment of fashion designer Claire 
McCardell. 


® The schedule includes half-page 
ads every other month in Better 
Homes & Gardens, Living for 
Young Homemakers and The Sat- 
urday Evening Post; newspaper 
space in major markets and across- 
the-board participations on 
“Home,” on NBC Television. 

Mr. Zuckerman said Cameo also 
has produced a public service film 
which will run on some 300 tv 
stations. 


MacGowan Charges ; 


Advertising Is 


Not Scientific 


New YorkK, June 14—Although 
we know the techniques of scien- 
tific advertising, we don’t use 
them, Thomas MacGowan, presi- 
dent of the American Marketing 
Assn. and market research direc- 
tor of Firestone Tire & Rubber 
Co., Akron, said here last week. 

Speaking at the annual mem- 
bership meeting of the New York 
chapter, Mr. MacGowan evalu- 
ated some phases of advertising. 
Of copy pretesting he said, “Not 
used nearly enough.” Of audience 
studies he said, “Samples are too 
small.” 

Advertising effectiveness is “el- 
ementary;” media selection is “ex- 
cellent;” study of appropriation 
size is “terrible” and allocation of 
budget is “excellent,” he said. 


® Mr. MacGowan said that the 
field of market research shows 
many signs of immaturity. There 
are still not enough people em- 
ployed. There aren’t enough well- 
rounded educational programs. 
There is a dearth of statistical 
data and, finally, industry on the 
whole doesn’t yet accept market 
research, he asserted. 

But, he added, this should come 
as no surprise when we realize 
that the AMA is only 18 years old 
and that, as late as 1947, only 11% 
of industry used market research. 

Other indications of the imma- 
ture status of the occupation, Mr. 
MacGowan charged, can be seen 
in the absence of a well rounded 
li.erature, a lack of professional 
status, and an absence of stand- 
ards by which to judge profession- 
al abilities. 

Chapter President Edward Mac- 
Donald of Young & Rubicam 
introduced the incoming presi- 
dent, Robert Furnold of National 
Lead Co. At the meeting, certifi- 
cates were awarded to seven stu- 
dents chosen by local colleges and 
universities for outstanding schol- 
arship in marketing courses. 


James Hill Buys Olympus 
from WLW Promotions 

Olympus Film Productions Inc. 
has been purchased from WLW 
Promotions Inc. by James B. Hill, 
Olympus general manager. The 
studios and offices will remain at 
their present location at 2222 Hick- 
asaw St., Cincinnati. The com- 
pany will continue producing in- 
dustrial films and will also expand 
operations to include other serv- 
ices. Olympus is currently in pro- 
duction on color sound films for 
Avco Mfg. Corp., Lycoming and 
Crosley Broadcasting Corp. 

James B. Hill was previously 
affiliated with several advertising 
agencies including Foote, Cone & 
Belding, Lord & Thomas, Brooke, 
Smith French & Dorrance and 
Knox Reeves Advertising. 


Rich Joins TV Film Group 


W. Robert Rich, formerly pro- 
gram director of WPIX, New York, 
has joined Associated Artists Pro- 
ductions as general sales manager 
of the tv division. The company 
distributes feature motion pictures 
in the tv field. 
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who was first 
. with the new BRAFOAM in swimsuits? — 


RMD Rie ag ae D 


f California helped put a crimp in 

Jior’s flat style and triple Bra- 

foam’s sales in a _ nine-month 
period. 


‘Dior Goofed,’ Says 
Brafoam, Pointing to 
Its Tripled Sales 


New York, June 14—A world 
famous Parisian couturiere has 
lost a battle to American adver- 
tising. 

When Christian Dior issued a 
decree last year to the effect that 
women were to disown bosoms, the 
orassiere industry went into a flap. 
{ts members were afraid that the 
‘amous designer’s ukase would 
iave a flattening effect upon their 
sales curves. 

But, says Sidney Schnur, partner 
in Rubber Fabrics Co., maker of 
Brafoam, during the nine months 
that have elapsed since Dior’s fiat, 
his company has sold bra makers 
more than three times as much of 
its product, used for padding bras, 
than during the nine months pre- 
eeding. 


® Writing in the current issue of 
Corset & Underwear Review, Mr. 
Schnur says, “We felt that some 
brassiere manufacturers would 
play it close to the vest and cut out 
some of their padded styles... 
But an amazing thing happened. 
In spite of the headlines, the ex- 
citement, the hullabaloo about the 
return to the boyish form, Ameri- 
can women kept right on buying 
padded bras, which last year hit an 
alltime high in retail volume of 
more than $54,000,000... ” 

With swimsuit manufacturers 
such as Cole of California pro- 
moting the use of Brafoam in their 
oroducts, Mr. Schnur notes that 
“today padded uplifts in swimwear 
have become an important factor,” 
whereas prior to Dior’s depressing 
words “only two manufacturers on 
our books used limited quantities 
of foam rubber lining for built-in 
bras in their swimsuits.” 

Thus, once again, advertising has 
lifted sales to new prominence. 


Polk Bros., WBKB Sign 
7-Show, 52-Week Contract 

Polk Bros. Central Appliance 
& Furniture Co., Chicago, has 
signed a 52-week contract with 
WBKB, Chicago, to sponsor seven 
shows, a total of 18% hours week- 
ly. Polk believes this is the first 
time a single sponsor has affected 
such a time buy on a metropolitan 
tv station. 

The shows, some of which Polk 
already is sponsoring and some 
>f which sponsorship is effective 
‘he middle of June, include “Time 
‘or Uncle Win,” Monday through 
Friday, 9 to 9:30 a.m. (all CDT); 
“Crazy Acres,” Monday through 
Friday, 4 to 4:30 p.m.; “Nite Owl 
Movie,” Saturday through Thurs- 
day, midnight to about 1:30 a.m.; 
“pr. Preston Bradley,” Sunday, 


ees ae a “4 oa Sa i 
tae es be aes 


| 9:30 to 10 a.m.; “Bowling with 
| the Stars,” Sunday, 9:30 to 11 p.m.; 
“Tom Duggan Saturday Night 
Show,” Saturday, 9 to 10 p.m., 
and “Audition,” Friday, midnight 
to 1:30 a.m. 


Pharmaceuticals Buys Show 
Pharmaceuticals Inc., Newark, 
(Edward Kletter Associates), will 
replace Remington Rand as alter- 
nate sponsor of “Masquerade Par- 
ty” on ABC-TV, effective July 13. 
Knomark Mfg. Co. continues as 
every-other-week sponsor. 


Snell to ‘Good Housekeeping’ 


John E. Snell, formerly adver- 
tising and sales manager of Ortho 
Laboratories, has joined the fash- 
ion merchandising staff of Good 
Housekeeping, New York. 


Rogers Join ‘Redbook’ 

Walter A. Rogers, formerly with 
Everywoman’s Magazine and Fam- 
ily Circle, has joined the eastern 
sales staff of Redbook. 
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Any baseball fan knows that! Same’s true of pro- 
moting products in Indiana. You can’t score unless 
you reach Indiana’s 2nd largest Corporate City Area. 
South Bend is second only to Indianapolis in popu- 
> lation, income and sales. This great market is one of 
the Nation’s richest. You saturate it with only one 
newspaper—The South Bend Tribune! Write for 
free market data book. 


fr 
The South Bend, Ind. Market: 
7 Counties, 1/2 Million People 


Franklin D. Schurz — Editor and Publisher 
STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 


Aboard the Viscount you'll relax in wide, comfortable seats — thrill to 
the magnificent view through large panoramic windows —enjoy the 


convenience of unique, individual tables — experience the quietest, 
smoothest flight of your life. And no airliner will tly you between 


Capital cities faster than the Viscount! 


~ The Viscount will be serving Capital cities soon. Watch for anmounceatent, 
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Distance, Detroit to Toledo, 55 miles—or 290,400 feet. 
Conference table to seat the 158,000 company directors who read 
Newsweek would have to be approximately 296,250 feet long. 


Here's one more example of the unchallenged fact 
that you sell more of the best—in Newsweek. 


For no other magazine ever to achieve one million 
or greater circulation has offered such a high 
concentration of executive and high-income-family 
circulation as today’s Newsweek. 


Serving America’s 
Most Significant Million 
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® LASTS so LONG! 
@ RECOMMENDED by docters for baby’s things 
© Pints, quarts, half-gallons 


@ At all MIDWEST, GROCERLAND, THRIFTWAY, 
CERTIFIED and other INDEPENDENT stores 
BEN DEN CHEMICAL MFG. CO., Chicago 9, lilinois 


FLUFF-ALL—This is one of the first 

newspaper small-space ads for 

Fluff-All bleach which have been 

placed by Dee-Sak Advertising 

Agency, Chicago, since its appoint- 

ment by Ben Den Chemicals Mfg. 
Co, to handle the product. 


Farmers Like Name 
Brands, Survey by 


‘Star Farmer’ Reveals 


Kansas City, June 14—More 
than 91% of the farm families in 
Kansas and Missouri that answered 
questionnaires in a study con- 
ducted by the Weekly Star Farm- 
er, Kansas City, use Campbell 
soup, it was revealed today in re- 
sults the survey published by the 
newspaper. 

The newspaper sent question- 
naires to 2,400 families in rural 
area in the two states. A total of 
840 families answered the ques- 
tionnaires, a return of 34%. The 
grocery product study disclosed 
that nationally advertised brands 
led in the great majority of the 
categories. Following are some typ- 
ical product categories studied in 
the survey. 


® Gold Medal flour was used by 
38.8% of the families, with Pills- 
bury running second with 9.6%. 
Gerber’s led the baby foods divi- 
sion with 77.8% of the mentions, 
and Heinz won runner-up honors 
with 11.8%. 

The bread race was close, with 
Rainbo getting 15.5% of the men- 
tions, and Holsum second with 
14.1%. Hershey won easily in the 
candy bar category with 42.6%. 


he 


tit 


“Red"’ Quinian, Vice Pres., 
American Broadcasting Co. 
always carries his 


Minox 


camera 
because—it cannot be 
excelled for client public 
relations, monitoring TV 
programs, and microfilming 
important station and 
rsonal documents. in 

is work...for his pleasure 
—he uses the world's 
tiniest precision camera— 
so tiny (14x 3V%4"x %") 
—so light (2% oz.). fast 
£/3.5 lens. all speeds from 
VY sec. up to 1/1000 sec. NO 
FLASH NECESSARY FOR 
INSIDE SHOTS. you'll want 


a minox, too! 
minox III-S with 
chain and case 13950 
for literature and your 
dealer, write Dept. M 
KLING Photo Corp. 


235 Fourth Ave., 
New York 3, N.Y. 


; 
| 
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| The most popular cigaret was 


Mon.+ri. 
905, WAAF / 


|Milky Way was next with 13.9%. 


Camels, with 32.8%. Lucky Strike 
was second with 14.6%. Folger’s 
was the most popular regular cof- 
fee, with 55.6%, and finished sec- 
ond in the instant coffee division 
with 27.3%. Maxwell House re- 
ceived 34.6% of the votes to lead 
the instant coffee brands, and 
Butternut was second in regular 


coffee with 17.3%. 


) 
/® Snow Crop with 50% and Birds 


Eye with 14.2% led the frozen 


vegetables and juice category. Car- 


nation won over Pet by an eyelash 
‘in the condensed milk classification 
by a margin of 36.7% to 36.2%. 


RL Gui ss 


Allsweet was used by 14.9%, with 
12.4% using Parkay. In salad 
dressings, Miracle Whip received 
51.5% of the mentions, Kraft, 
26.8%. 

Tide (36.6%) and Cheer (13.9%) 
were leading soaps or detergents 
for clothes. Joy (15.2%) and Tide 
(13.8%) were tops in the soaps 
and detergents for dishes. Lipton 
(85.1%) was the most popular tea, 
with Tender Leaf (4.4%) second. 


Brown Expands, Adds Five 
Roger Brown Inc., public rela- 
tions counsel, New York, has 
moved to larger offices at 342 
Madison Ave., and has added to the 
staff Elizabeth Boyle, Robin Lanier, 


Abby Wershof, Arthur Hickman | 
and Betty Jane Schureman. Miss 
Boyle had been director of public- 
ity at Dennison Mfg. Co.; Mr. La- 
nier is a former editor at Western 
Electric Co.; Miss Ershof was in 
the ABC-TV press department; 
Mr. Hickman formerly was with 
Geyer-McAllister Publications and 
and Miss Schureman was with 
Public Relations Management 
Corp. 


BotA Promotes Matyas 

Ted Matyas, formerly assistant 
art director of the Bureau of Ad- 
vertising, American Newspaper 
Publishers Assn., New York, has 


been promoted to art director in 


rf, 


; is Sint S PRESS =. Ss é Sage 
<a Gal faa these Fs 


a 
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the promotion department. He suc- 
ceeds Robert Staples, who has re- 
signed. 


Bragg Joins McGraw-Hill 

Edwin H. Bragg, formerly on the 
sales staff of Conover-Mast Pur- 
chasing Directory, has been ap- 
pointed district manager, direct 
mail division, McGraw-Hill Pub- 
lishing Co., Philadelphia. 


Blanchard Moves to Sales 

William Blanchard, formerly a 
retail representative for American 
Home, has been named to the 
magazine’s sales staff. He will 
service accounts in New York and 
eastern Pennsylvania. 
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Canadian Brewer 
Warned Against _ 
Buying Competitors 


Ortawa, June 14—Charging that 
Canadian Breweries Ltd., Toronto, 
during the past 23 years has 
bought out 23 competitors and 
eliminated 12 of them, and that it 
has reduced the number of beer 
brands in Ontario from 152 to nine, 
the Canadian Restrictive Trade 
Practices Commission, in a report 
issued last week, warned that any 
further absorption of its competi- 
tors will result in court action 
against Canadian Breweries. 


though Canadian Breweries has 
over 60% of the capacity, produc- 
tion and sales in Ontario, and over 
50% in Ontario and Quebec com- 
bined, the company “has no effec- 


‘tern of competition now existing.” 
| The only strong competitors of 
|Canadian Breweries, the report 
| notes, are Molson’s Brewery Ltd., 
jand John Labatt Ltd. In 1952, 
\latest year for which figures are 
available, Molson’s had 20% of all 
Canadian beer sales and Labatt 
13%. 


® In warning against further ab- 
sorption of competitors, the com- 


The commission says that al-| 


mission said that if  .nadian|compared with $56,500,000 in 1945, 


Breweries is not perm:'icd to ac- | the first year sales figures were 
. companies | made available. Its 1954 net profit | 
“and if, more particularly, it is not} was reported at $7,900,000 against | 
allowed to increase its interest di-| $2,300,000 in ’45. Brand names it 


) ‘rectly or indirectly in Western|controls include Brading’s, Carl- 
tive control over prices or the pat-_ 


quire more brewing 


Canada Breweries Ltd., Canadian ing’s and O’Keefe’s. 
Breweries should not be considered 


a monopoly.” 


dian Breweries’ chairman, 


the four provinces west of Ontario.| sion’s re port. 

Canadian Breweries has been 

seeking to acquire contro! of that 

company, the commission found. ap: Named to TvB Board 
Canadian Breweries has served) 


year its sales were $161,300,000| of Advertising, New York. 


At Toronto, E. P. Taylor, Cana- 
de- 
Western Canada Breweries serves} clined to comment on the commis- 


George W. Brett, v.p. and direc- 
wholly-owned subsidiaries with a| tor of sales policy of Katz Agency, 
capacity of 2,600,000 bbls. of beer| has been elected to the board of 
a year in Ontario and Quebec. Last! directors of the Television Bureau 
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WGN-TV Screenings 
Set for June 22 


Cuicaco, June 14—Wednesday, 
June 22, is the date set for WGN- 
TV's fourth annual film festival, 
in which the station will preview 
first-run tv film programs avail- 
able for the 1955-56 season. 

This preview of tv film packages 
is similar to the mass screening 
held by the motion picture industry 
for exhibitors. The films are edited 
by the station staff into five and 
ten minute capsules embodying the 
atmosphere and theme of the pro- 
gram. 

Advertisers and agency repre- 
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This week's Gig fews from the 


Kingfish and his Mystic Knights"  * 
's that there are now thirteen 
brand-new half-hours ithe can 


thirteen fabuious and wonderiul 
new adventures of Amos ‘n> Andy, 

~~ Kingtish, Sapphire and Mother, se 
Lawyer Calhoun, Lightnin’ and the ery 7 
other Amos ‘n° Andy characters. , 


= With, this serien of 12:new lms, ! e 
there are now 78 half-hours of” 

Amos WY Andy — broadcasting’s " 
» dowgest-running Dither availa bie -<,. want 
» fordocat or regional! S} onsorship ik . 


ronay te oo th week velling for yo 


as they are currently selling for ao oN 
pears Reebuck, Rexe!l, Safeway seat. “4 1a os 
Food Fair; Piggly Wiggly, Krol, as 
Westinghouse and others: ae os 
Armod "nr A nay wi ns the biggest | tae Me 
audienees 11 itstinie periods ss 
‘S.. indaxge markets and smiali: on o3«. 
<2) Notth.and South .. :in-Dotroit 
and Tulsa, Rochester and Littic 
RGR drawing bigger audiences 
than many of television's most 


fanicus ReEwork programs. Look 


(Wayie dll, New Q 
Little Reék 58.4. Columbia 46, 


LT ys 2 7 a | : 
OT i PieABS oO... 


# 


Evapsville 56.4 


Por more ‘iformation and a list 
of markets where you Can sponser 
America’s most enduringly-famous 
comedy team, call.or wire -. 1 


ee * 
SRB are ot. ge ee ~ oe ° os “ae 
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eegnest 


sentatives have been told by Ted 
Weber, WGN-TV sales manager, 
that producers and distributors will 
provide literature, but “no pitches.” 

Screening will be held from 4 to 
5:30 p.m. and 8 to 9:30, with a 
dinner break. Among the features 
to be shown are: “I Spy,” “March 
or Die,” “Brother Mark,” “Uncom- 
mon Valour,” “Dr. Hudson’s Secret 
Journal,” “Judge Roy Bean,” “Ray 
Milland Show,” “My Little Mar- 
gie,” “Life with Father,” “Gang- 
busters” and “Stuart Erwin Show.” 


Davis Joins Radioear Corp. 
Leonard Davis, formerly direc- 
tor of public relations for the 
American Hearing Aid Assn., New 
York, has joined Radioear Corp., 
Pittsburgh, as assistant to E. J. 
Myers, chairman of the company 
and president of the association. 
Mr. Davis will direct Radigear’s 
public relations and serve on a 
three-man advertising plans board 
with the president and v.p. in 
charge of engineering. 


Levine Boosts Kurnit, Otter 


Mervin & Jesse Levine Inc., 
New York, has promoted Hal Kur- 
nit from art director to v.p. and 
creative director, and Robert Otter 
from assistant art director to as- 
sociate art director. 


Downstate Ad 
Agency ‘‘Where 
The People Are”’ 


Bloomington Agency Does $44 
Million—Serves 50 Accounts in 
7 States—Surprises Everyone 


hat?... turn my adver- 
tising over to a small town 
agency” was the opening 
comment of many an adver- 
tiser. Yet it has happened 
repeatedly. Some of Amer- 
ica’s best-known names are 
on our customer list. 


How come we could build 
an agency that expects to 
be up to $10 million in the 
next year or two—and do 
it right smack in the middle 
of the prairie? Answer... 
we could do it because of 
our location—not in spite 
of it. It enabled us to get 
and keep a remarkably fine 
advertising staff. Here in the 
country where the rest of 
America lives, we could have 
a better life, get away from 
commuting. We could stay 
familiar with the people and 
the dealers who sell them 
everything, so that our copy 
would be practical, down-to- 
earth and full of sell. In 
addition, our location assures 
lower costs on everything 
but payroll. Lower prices in 
engravings, electros, print- 
ing and other advertising 
mechanics can be passed on 
to our clients. We are able 
to render a service that has 
proved highly satisfactory 
in a territory a thousand 


miles across. 
ADVERTISING 


BIDDLE 4ctncy 


BLOOMINGTON, ILL. 
“Where The People Are” 
Service Offices: Chicago +* Kansas City 


tee 


Ro Se ee ee 


Sse 


a2 ree OR Se See . ae aaa Ee ae Rs ; be Soe one Beri Ta laa Sr oe aie d > AND CLAS, Maes me 5D: LSD f iat 2S aed De Sage oe Rida: Wi a dl an hs Suissa, : iaas eee ae ‘ ects Ate oi 
Sa Ree ES Ce BAe Prk Rod Le ‘ ae gs oh wey PREY an iano ga 2S 
ne Sener | ae ne es ( ‘ %, ‘i 3 zi oe Le. + vee 3 4 3 Pe) te £ on “a cay, be anne 7 A ag Pes oe mp G 6 oe yr R Pe siar. Bae aye 
ee - ee ; ; iis (ee, “ pS tt We peal he bry an teas j cee : a te a ~ 5 Bite ai F y: : ; : bi 
i A hgnemeee Meier = , : oo 
" } “os 
ap - } a y 
ao f eae 
Ae ; = et: 
ier ie 
a ig 
ae Ste a 
ae “s 
‘ere: oS 
rit r: } | eS 
a * 
on | A 
—- " 
rar ' ‘ 
ihe , 
me) “ = 
ve 
Latin ; Fy 
; ‘ 
| 
. ; 4 
f -_ 
\] ' 
if a 
a I 
eae it 4 
Ser a a 
SRE 7 t 
ie ia Hi | wf 4 i J 
‘ { M 
eolnes ; ‘ j | : 
yaaa Sage |, eeetinn "ae. i m se 
- Le Re 2 : eee jroo Me : of, - . ere " rae FS ss | 
; Pa ee cy. a ae : eee . % : 4 : ‘ aK 3 : 
i Agra STE ON Pe oe Je th ig é iat a re % x ie | 
jae SP ue : si as a) 2 a ee . 
i" - : he Ste ey 53 is “uf am 9. Tae a9) cs sya a ’ ro tee eae be 
oe “ae me rs a ey cd i, ts Dh, f 2 wih wh. Ci f ae i 
fi ae, ey bee ies % i eae oN * a" ag hag “ ee be P = te 3 3 ee Boy 4 so q eee p ~ 
‘ a Pixs oy a a PAE mt 3 Leh . iG ae 
‘ © es ee aie 4 “tee a < i ‘ : eee 
eon _ cae 24 Pie pe. ; we nee ; aot * ; poree ie.’ Sea 5 
| JEWEL IIE). Ib | | .. 
} ~— 7 on P. e ? 
—_—e : 1 4 Shak : sah "SEs. ats a pied =o PA Be ee ‘ 4.9 ee a = Pie, 
am ee eee ee Bee a tS ea TS a ns ae Ps ; ‘ hs Sr iie iste => 
: Je ATi ne, : et ate ch ae a SREY Saeed? Beaiae. Sok Ran sea ee | 
ef of ‘ ramos, s Bz A if. &% | 
i A 
me = 25 , ; ‘ 5 
ce: : ; ” 3 ave og : re p* 
- : Cringe Pee elf ; : =a i i 
ae Se eo ae c. e 
bs ae yiar eer pee fees” * con Ss gee ae a 
“a ‘ee eee ace Pe ene ee o> 2 er rete 
i it = Rau ie J 4 ra 
a : t 
Paeol 4 es 3 . 
veo a ee te ee : 
a ps a Be Bee mei eee ot ‘ Ave, : a Pup ens oe ¢ iat ; 3 ¥ ; 
as Pie ie abe a ene y 
—— ' ie ei ; Wa eeate Ai at ita Tilo ham x 
‘ea ! by ae Sie ¥ y a a < iq a i 
é be 1p peta lege geen “haw aeons oo moa bac mee ; 
- ame 3 ar cee era? SiN je aie “ : e 
» ei -y gi we y ; 
: ae Em a a aS ; | . | 
: er ve rane patho : zi “iby 
wt oo by Re: aoe tape ot acges tities ji eae ee oss f me : 
. en ‘ Af Beg ae O ya «a wees te ees eae aya ~ : 
< ‘ > : ER al a GRO a's kM Be sie or aia : eR gens eae ge : : 
Pip ogak yt she : ; Se ce bro fg acurts ee i ag eu aS, iy aes 
: Pree Sayse ; , Be ae ‘ 
a, Saye _ : : 
Re é | oo Bere aa 4 ’ - KS ‘Sen 
i | . * eit ey, Se : : —_— a Malle eae 
ie ey a i ie: 7 >. ’ Fe ais ; Ang os Liat “ibe m, ee ¢ een, — ve f. * Sai Sze ‘ 
ye / P ‘ eee eamerame et CS hee ieee ee 5 ‘ 
a me ibovt iis a | Gah si) aun i 1 go Neda Seo cae ica > 3 ree, ‘ in| J 4 . ‘ 
Cais — : tg ee mene oe: " et : : »: * 
ey, 1 i pro: , a. CU rae een. ne pat 
: : a ie mega oy = x Ps! ea fo et ah i te ie LS fatal aes 
3 “5 ‘ ’ ae es 7d ackaa y Ae a ale 5 i 3 : 
; , iS wz age a Fe ae 7 ae ‘eh = ee ag ee 
a 5 aes i ea RMI er Me oad } vir ee ae 
oo ’, # Ps ! a" . 4 
* ; we : Ses, eee "Seb i : oe me 
am 4 4 re es Fi eee DAES I eR ee Re a ee } 
ee ats ee) TS hares een | SORE oe ogee Orne ae : 
oe 0 eee | 
eats a5 5 é ie f Ree Re eS ea re F os ge aos ao en | : 
ea a oa <* ee a ee ee Seer meer cee ts, : 
oon ee ee | bs 
eee: ee oR ee ee bei 
' ee. ee lee ec. a 
ae = : eS — a Filins SU. sige ers: aes) J a: 
ye = Ge : ‘ — Pigs iat “TEA GaeS Sneeey ag - 
3 Re Pp js 4 ee Fels cnt ie. “ae ee - ba i A aire ieee Eb : ve 
w! as Ge Cees & es | ee et ie. 
ee nee an OS ee ass, AR aio, eae ik 
: #-< or = ine ais Bs er: i See ne i eR eMC Fp oa ae bo | 
2 ® eur co Epa Peis sary Sees hE ook os wes : VE ae et es eg os oe 
ah oS Aragon —egnera «ange Rise oe L 
d a a Gri _ 9 ye eae i 
See We, ae etn ee 
a o he “Rese Tr 2 i % . ‘ ar an 
pee te Dans poke t, Sasi e ats = : pe “Tidy Dane : 
Fn fis, AES i Mae . : tag pe i = , r ’ s 
Brey. ye ae ay ~~ he cabernet ty ae aT ; 25 foe | ; 
CY 1 ae ng ence ea | 4 st / Fee ta higg % don tay! Shy on.” i ox 4 \ 
Te : rome Od ( nee Tee Ses | aie . nES 
a fr, eA ah at ty sephegetter iat mayb: “a ah td : : a ce. 5 ihe ; i 
te pita " ine : . ee Ds Eis Meee Re aS 3 ; : 1 ie f ae r q - 
ae : = ts : ‘ ? 5 ae ten) Se erat 
— fh Te ashe Oy eee. Yelle ‘ ; ij 
Sy bh hae ya & RS Nes cers : 
a a '} a u ~* - a ae Ons on rad y, 3 . ° 
Bia ae : aan f ‘ pe ROM ny, P 4 ‘ ai : i 
. og : : wat i is 
a e j ras ia gat — i e pe 
ie ; ie 3 van 4 : a } j i ae 7 , A : 
Ce Sees ‘f ss : eo # a sittin F ie” : 
om 7 ae iil ™, g i y 79 ol ae 
iis east r } : ; } be ad “i 
abe ay. 7 ee ptt y-44 : 
eg sa : I Fy : ; 4 ; Ver J " 
pi : y / ‘~~ ota 
= ; : ; : ; 
wa i 7 7 ree gt a" a 5 ; 
vee e ; : 7 r : "i i “ ; 
Toso : 7 ‘ , : 
, , Ee j \ ; 
, =; “ : ; nea os 7 - , : » 
av . : #29 ey sal it ac a ee ¢ : } ; 
eee 6b 0 ; ~ Pi Soa a Beal » d 
Pikes ; ‘ ‘ : oo £4 if <x - 
was * Z + ree + 
sits : } : a an ge <i F i : i ne - : es 
a | 3 — } — if ee } ae . Sew Poe & ; mist Picsit CTRL 
. 25 = ae ; es ™ 5 9°. “alae A : 5 , zi ee — ‘x sAvRAN? . a 
weet 2 ei . % - a a f <<" 2m PRANCIS s ie. Seger nied 
eae { 4 rr. )* 5 a -— —a >. : GALEAR IN Caw ita: 2. . CELE DI , 
Bese : : & eee ea =e : 
; fe HS 4 ty a. a . { fe os, i ‘es 
| Sn 2. i E ‘ vas” ; # : 
aed re —. f . 
ayia >, a 4 i ’ 2 J ae 7 4 
a, Soke e ae ‘Be 4 4 , = F : the pan i ay a 
‘eee i : | —— - = seats rN ge ptt re : Saati e 
a ; , ee de * ee aa —_* —<. 22S Sw, oa se : Pas F - = aerial = 
Pet oS Ee SARL leteye eve fiatibe ree te ; 
an \ \ Scales 
eae = \ * El ne te ag ‘ ; Foe , oe 
ae ip . oe 
ee : 
4 is a j 
sk 
8 ws 
a —— -———— — . as 
eS ae te ora ser ae oh ah lp eed a. 4 rh 4%, . i he Pe i 
* Oe ee hoes ese 3 - oa e : | < ‘ a + ; i eyes tS * ' ‘ee a5 OS eae Et ' + | Je itt eee Naas 2 ee + oi ~~ nee 
es Cr as : : . ; : mot ts MG eee 8 Ree Ae Oe Re op ee te gas a ag a Depa ge ey Be DM roy 8 OS a ee ER CN as Meee ABA Sr iM Paine For FD OOO ae eos is Sag Boe Oe Tee ae 
eee or ee >a eg , wie Ms e br a etoeer Ee 5 B caheesey 2c at lea J “ hb ate ag Sak rth WERE oie ertae o Owe ee Fa et) Saga RR prin et i Me ge SM eee Te Sas Mae REA ee ON NP ORS mT eed ea RE eek He cue Sele mm) a ORE Ree Fe gee 
¥ Me, Fe ey Resihegs: Me: Fee re iter Be oe ce 7 Vea a" Pp Ae ae ¥e A? oe wd Fs Pes tl E ae wey ode * wfc Set Me tacts, or pt pW ne se aa, ¥3 ee?” Pe Bae ye ig eat ee ram, ig ne * pag some, } napa TE 2 ear ae Bei a> 4 pe i Re rg ee i eg sae ae eh pe “ a oA a he se ghd igor ae ‘ie a pad xy he Aas 
a gets ica et ho eee Be ag Aa Se Be hs cy alee sae poe eee A Bass sx eis Wie . te % PEE BS 65g COR tg e) Be ete mag 3 silo eae aa ee frgiee, tn tak < poet Sey, sa MEY ita ae freee: ae 1 ee eee ep frase Petre iP 
ian Bo # Z Z i. eos oe 5 : i as me oe a ee a 2 pl alle as a ON ON, kee | a ee Se 5 = aes? OS Re ie ee Ae | pee i 2 mgs *4 yt ep Oe Ale wa ON eT Ae 2 " Le 4 A cag SR ets ER oe Le ES! a ake RE. ee ew, aE 8 Me or 
ee Sa ee RLS 5 ad fia We Eta et gOS oh acre phy. Pa Gt ee Se Parapet a ef DT ea eon hate bess <a; * oes. Sak cep of 4 SEO Py wee ares ae ucaed Antes ¢ te gig ta Seek pen sah 3 snare} 5 De pa 
ey Ay, oe 5 Ga dyed ae = Fas (5h af Ps eae ord poate I PR ee RB we at ac cee S. oe ie Si De a SAA ae a aS MEE Ps PPX s wy kof Pa te p eee Pegs hth Began &! = a Ne ee eee :" AS ie Wee Ee gd if ope Wee ee > LBs sly yo te Se BE is ba. ih ed Pa 
we wey e (ia : oe a 5 f 2 TR oe eck te AS ee. Be by Se ee ee ee ee ee? 2 ear me ‘es Ce. Pee ad en ee ee ‘ Fos ah ee et a ae TE geet Magers, sant tara ae i. vo ee. Ha * finn d E ore Fee er ee a) Re a bas one Eo ton" aie ee 
ef SHS ah i ey ei i oo oe eT te sks Le Ue oN ea a 9 gueie Sa ee HE ee phat See, Spe PRAT ie Soe” tae eee SEs see WE eae See a Meet ea erate , 1 ing OSL “aiahs SE” bane EO Pe A Rata, oe ale ee Rl 
ah FRI POE Aint em ie? Sete get ete he tee eR BN ES © ART Cake atnht Ree cy 4g Py Et pdeec et gk” Degas gs Tae des Lew ie o ma a AEA EINES fa Sle, Loe apes? (0 «te ae IRA ye Sie We mere oO ae a ens OY ee te) tea hee 
IDOE Pat cil ae Ber eho ty is SE gh oe Ta x & Sse abn ieee Goat. gn CRM tart r at Uneaten ean ob gia eee Saker Pen jG 9 BE Ea eT eid eR Re ce hee feat a Ene ‘ RRS a Shere Ae: ee OR mC Dt ged Phe 
Le SE ih BS Oe eR an Sana ne eh eee Bi 2 WieG Pe eee Cee. ae ioke | Cay tp ange | Mid Pa Sec Utne Anes? Tae ot ag eee ee alae, a re tee PRESS erp Olen Ree, ce ee Ee EL UN Oo. ee ert meet 


uimeceih 


a en eee a 


Se i 


ee ee 


Sees: > ae 


ee ae 


Sales Execs Told 
Business Will 
Continue Good 


New York, June 14—Predictions 
by key speakers that good business 
will continue for the next few 
years, and an attendance of about 
1,700 featured the 20th annual In- 
ternational Distribution Congress 
and Sales Equipment Fair of the 
National Sales Executives here this 
week. 

Herman Steinkraus, president of 
Bridgeport Brass Co., and former 
president of the Chamber of Com- 
merce of the U. S., predicted “at 
least four to five years of excellent 
business ahead based on increased 
income and spending. 

“What makes the current boom 
unique,” Mr. Steinkraus said, “is 
that for the first time in our his- 
tory, we are enjoying a tremendous 
prosperity based on peace-time 
spending. We have shown the 
world that we can exist without a 
war-time economy.” 


® He warned, however, that there 
are possible weaknesses in credit 
extension, the farm situation, wage 
increases, and shortcomings in pro- 
duction budgeting. 

Stressing that manufacturers can 
no longer rely on just selling their 
products, he declared that today 
prodmecers “must sell the con- 
sumer.” 

Today’s new economy, he said, 
“requires not only physical re-tool- 
ing, but a new mental attitude. Be- 
cause we can expect four or five 
years of solid prosperity, sales 
management must now plan be- 
yond one year at a time. It must 
consider its objectives in terms of 
1958, 1959 and 1960.” 


® Underscoring Mr. Steinkraus’s 
views, G. J. Ticoulat, NSE board 
chairman, pointed out that “a year 
ago economists predicted a business 
slump. Today, these same econom- 
ists are saying that things could 
not be rosier. 

“However,” he continued, “we 
cannot afford to sit by and be 
lulled into a sense of false secur- 
ity by statistical predictions of a 
booming future. We must continue 
to sell, and learn better ways in 
which to do it.” 

Robert A. Whitney, NSE presi- 
dent, also emphasized the need for 
better methods. “The basic ap- 
proach to our expanding economy,” 
he said, “is the consumer. We have 


a 


CoNSOLIDATED 


TAKES THE PULSE of the 
nation’s news. The beat means 
little—the count means much! 
...We read practically all daily 
and over 6000 weekly English 
language newspapers for per- 
sons and establishments whose 
names are a Blue Book of Who 
and What. Let us serve YOU. 


PpES 
CONSOLIDATED LUPINE BUREAU 
ssn CHICAGO S. ILLINOIS 
170 FIFTH AVENUE, NE\W YORK 10, N. Y. 


ae yg B : - a oat 2 


lturned from capitalism to con- 
sumerism, a type of economy key.ed 


to individual desires.” 


® James C. Olson, partner in 
Booz, Allen & Hamilton, manage- 
ment consultant, discussing auto- 
mation, said that electronic proces- 
sing is going to change the job of 
most sales executives, who will 
have to plan more and do less, and 
base their action more on better 
factual information. 

Sherman Adams, assistant to the 


President of the U. S., outlined | quarter, he said, were at an annual 
some of the accomplishments of |rate of $242 billion. The figure for 


the Eisenhower Administration. 
Facts and figures show that busi- 
hess is expanding, he said, and 
that it is likely to continue. He 
cited figures to show that in May 
62,700,000 people were employed, 
a million over April, and an all- 
time high for May. Industrial pro- 
duction, he said, rose to an index 
of 135 in April, one point below 
the alltime record. Figures for per- 
sonal consumption for the first 


April will be about $3 billion high- 
er, and it is still going up, Mr. 
Adams said. 


® J. A.» Mclinay, v.p. for sales of 
Ray-O-Vac Co., stressed the point 
that “the key to greater sales lies 
in developing effective yardsticks 
for measuring performance.” 
“Sales executives,” he said, 
“must take greater care in how ob- 
jectives are presented. Don’t rely 
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on only oral or written presenta- 
tions. Find a way to use both. 
Time your sales programs. Break 
down big bites into little nibbles, 
and give salesmen as nearly as 
possible a day-to-day blueprint. 
Keep accurate records so frequent 
reports can be made. Then at suit- 
able intervals make effective 
awards or acknowledgments of 
performances. Men work best when 
they know what to do, where to do 
it, how to do it, and when.” 
Commander Edward Whitehead, 


3S 


a 


...the hottest} 


in the | 


oho Es - ete tr tas det Oe ha SS “ bits =~ a ares 2 ‘i 5 Tred mil Meh S86 ieee P wat D * : je e - oe as = ah és ; 
Oe vin ce sf ides ia f Sees Spars bemartiee.” oF ae 
ir SS ait ee ee ela a, Pt a ed eee oe Le i : Oe 5 PC Ct ee 4 kt a ‘Seoage es Gls ARO ay mr as 
= se. - ; é ae | Kae me 7 Fh SE OR : i eee 2% ze figs ‘4 Spay’ 5 ass bd ay CPx Mase shee” ape Nye s sume 
nies a2 ee. * ae PR a mek  £ weaces i ' — 4 Pate SEB Fae a a My od fi wee Ss a ae 
set “ PO 1 es 4 7 , a 
eh ge 
Pee 22 PO $ 34 
‘ - . : 
as ee ee “£ 
: ee ; ; 
‘ £ 
: a 
i . . 
, t 
' 
‘ ' 
st, 
| 
3 i ** \ “ 1 
N : pie 
F . **e 
3 ’ 
“4 | : : = - so 
| ; | Pe 
 —_ iad 
7a od ye 
| yf 
| 4 BETTER READERSHIP SERIES i FLEET OWNER's continuing investment in better editorial is resulting in steady gains in circulation and advertising. 
* 
: i 
- “a 
. - 3 
| ; 
J ; | 5 ; a 
, S aed z 
x } ee a . 
& Fan : 
| 7 
7 j sia oem ies - reine x che * eo aea ‘ 
' : ‘ a ‘ 
. 
aaa a 1 ye ihe Minch a i! 
: ey a” ae 
: ae : 
‘i =z : . a . ' 
a mh rr ae 
: _ AY INT Ces McGR aw wits MAGAZINE O'R 4 
; Dy, = 
: na eh i mete «Fs te ; 
&§ i == Measuring | | 
> ; ae 3 ro ca . 
: cafe ba 4 ee ; 
2 + = 
— a Kia mpioy - 
m t - 
baal * nce be 
. eS, =!—@ Performa’) F 
: q , i * ay » +p , od 
* i a 2 oom ore | ” ae i 
— rekctee 3° 38c seo 
‘ ‘ ; : tb tages os ee ae . d 
: . 3 wy és iid. Wi . 7 . +t = 
‘ és ae ee PPO > 5) 
| ae wae ee ° a I te ih OE 
; ty” Mey ih. eee é & ee Aa eS ree 
| . + ~~ ee a - 7 -* <a Pek 3 
| cat or " ieee id = i ee a ‘ 
| Ag > od " cg y a 
co. , oe w * +. a - Fr. 6 5 PE ge ad 
om % me — 
y «ete & : = We - 
: oe “be ae et Pa a tee 
| “age” carers oe, ye 
P ee & ; 5 ’ ¢ or 
hee bie. a re 
; ans Agee on iee'sp Lic gal es Sere @ , 
ee ae mae bes 9 te as mee 
; = as ge eles rohows = ates Mi 
. 7 role : ab padi oe 
= ——_$ ‘ 
. , 
"| A ‘ 
| 
| : 
: ° ° 
a) 
ee | | 
; 
‘ | 
Pte EkaA: 
f Deiterhe 5 pie Secu ae Re Pe a eae te ae whet eros alle» OMG eet eee aru ik Lis her ie mee $ ere wee Se ie nee ee ee : : Kies be eon ae we eek om tae ae 
aot ee Pe pe PE ek Oy Me POR kr hats eee hme eee ae Py Pome oe ae see BEA AL ey “sg Satta, saugn LO nea ae Soho aire ia ere re Re Aey  t4 ARF Lions Mil tereh 2 5 as Pd VBL gmk il ee Vere tee My 8 ee, 0S ee: A woe Pos Cree oe 
hry eee oa Fe Lee CSE We Be MEL UE Ne ee eS RES ee Pee ee. Seo MERRILY Bat be, tae as gages “Tamed be LE eat Baia tlre: i, Fie a a es Satine ane maar Cal gee arene oe VO Sa AS? Bae a Ore ee Re Re OT, ye te Re 
SG ie Bk POE rca g es ae ie eine ge ene ieee: PR Ok Gap ee ee Bhan RARE: | A SAO ain nD Se a et ere, ie Oe EL ik Lat as See CS) AN eee: 
are Seabees Vr ah OAT Page a eee A Pe OES Ut ae JEON <i BEGe AARON Eg RY oe Bh AE SEL) Ge OMT PORE. «ae ee Mage IR Ae ae Myce ae ect pe AR OES fi tes Sg 
wea CURR: fe PEE AO GREE Cyc eat OR Eee Ra Ww aed ILLS OR BN ay Con et Re ge Tt Ee ee eneea BAS VES ale LIE 7 Sti ce aly See 
iY a ee SR gers pp A a ne: eh Se Sit ie th ie Re Raia he! ae! pats ep eee ener Se ery eS EE amet Ee I El i EO ee Bi a ate an Pe ere” eee ee ek eA Re ee es ie een ee ee ERE ED Fey eet, Sie 


Advertising Age, June 20, 1955 


president of Schweppes U. S. A 
Ltd., suggested that the U.S, is 
working toward a better balanced 
economy, and that within a few 
years it will be importing as much 
as it exports. This, he said, will 
help adjust the dollar balance, in- 
crease the demand for American 
goods, predispose people in other 
lands more in favor of the U. Ss. 
and step up the need for more ef- 
fective export salesmanship in 
America. 


Moorehead Patterson, chairman 


and president of American Ma- 
chine & Foundry Co., received the 
award as “Business Statesman of 
the Year.” He has participated in 
many government activities during 
the past year, notably as a member 
of an advisory group set up by 
Secretary of State Dulles. 


R. J. Jones, president of Kickoff 
Publishing Co., Chattanooga, was 
elected board chairman of NSE to 
succeed G. J. Ticoulat, v.p. of 
Crown Zellerbach Corp., San Fran- 


cisco. 


Seventy companies |! .4 exhibits 
at the Sales Equipmenr: Fair. Out- 
standing equipment ir. !uded were 
new dictating machi:<s electric 
typewriters, duplicating machines, 
projectors and auditing equipment. 

The 1956 meeting of NSE will 


be held June 8-10 in Chicago. 
Gair Opens New Plant 


Robert Gail Co., New York, has 
opened its 18th plant to fabricate 


shipping containers in Atlanta. 


Brown & Bigelow 
Turns Down Textile 
Group’s Offer to Buy 


St. Paut, Minn., June 14— 
Brown & Bigelow, advertising spe- 
cialties company, has rejected an 
offer by Textron American Inc. to 
buy the company. 

Charles A. Ward, president of 
Brown & Bigelow, told stockhold- 
ers in a letter that “it has been 


decided that the best interest of 
the common stockholders of Brown 
& Bigelow required that the offer 
be not accepted.” 

He reported that there has been 
a sharp upswing in the company’s 
sales and profits and that the di- 
rectors of the company voted to 
retire outstanding shares of pre- 
ferred stock. 


® He said there had been a sales 
gain of 14% and an earnings in- 


crease of 74%2¢ per share of com- 
mon stock for May, compared to 
the same month last year. Con- 
solidated sales of Brown & Bigelow 
and its 10 subsidiaries in May this 
year were $3,688,000, compared to 
$3,243,000 for May a year ago. 
Sales to date this year are $28,922,- 
000 compared with $28,691,000 for 
the same period last year. 

Textron American, which made 
the offer to buy, was formed in 
February of this year as the re- 
sult of a merger of Textron Inc., 
American Woolen and Robbin 
Mills late last year (AA, Sept. 27, 
54). It is seeking to diversify out 
of the textile industry. 
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mm Sizzling truck fleet market 
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| A year ago FLEET OWNER’s continuing program of building better 

ri. readership shifted into high gear. Since then it has travelled fast 
Be and far ... and there is good evidence that advertisers are recog- 
nizing the job it is doing for them among influential truck men. 


Let’s look at advertising pages, for instance. FLEET OWNER’s April 
1955 issue was up 10% over the previous April. May was up 13%. 
June up 18%. And in the first five months FLEET OWNER has 
picked up forty new advertisers who were not running in ’54! 


Meanwhile, circulation continues to set new records with every 


issue. This year, to date, it already shows a big 10% increase, with 
paid subscribers well over 33,000. 
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No other trucking magazine today is making such advertising and 
circulation gains. 


So you see, it’s not surprising that FLEET OWNER is shooting up. 
Its editorial values are pushing it further and further ahead with 
the big buyers in the trucking field... making it a better and 


better buy for advertisers who sell to the huge, moneyed truck 


wi . 
fleet market. ee 


McGraw-Hill’s Magazine of Trucking 
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Millard Joins Loudon 


David L. Millard, formerly a 
consultant in advertising design, 
packaging and architectural de- 
sign, has been appointed creative 
director of Henry A. Loudon Ad- 
vertising, Boston. 


Oscar S. Cornejo has been ap- 
pointed export account manager in 
‘the advertising and sales promo- 


Corp., Harrison, N.J. He joined | 
the company in 1952. 
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Worthington Names Cornejo _ | 
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4 A’s Elect Region 
and Local Council 
Boards of Governors 


New York, June 14—Elections 
for officers of the four sectional 
Regions and 19 local councils of 
the American Assn. of Advertising 
Agencies were reported this week. 

The new officers are: 


SECTIONAL REGION BOARDS 
OF GOVERNORS 

Eastern region: John K. Strubing Jr., 
Compton Advertising Inc., New York, 
chairman; William Resor, J. Walter 
Thompson Co., New York, vice-chair- 
man; Aaron Sussman, Sussman & Sugar 
Inc., New York, secretary-treasurer. 

East Central region: Ernest A. Jones, 
MacManus, John & Adams Inc., Bloom- 
field Hills, Mich., chairman; John C. 
Maddox, Fuller & Smith & Ross Inc., 
vice-chairman; Edward FE. Rothman, 
Campbell-Ewald Co., Detroit, secretary- 
treasurer. 

Central region: Vincent R. Bliss, Earle 
Ludgin & Co., Chicago., chairman; L. O. 


oh, : x 
« i 4 

|Holmberg, Compton Advertising Inc., 

|Chicago, vice-chairman; E. J. Lauesen, 


|Fuller & Smith & Ross, Chicago, secre- 
| tary-treasurer. 

Pacific region: A. W. Neally, Batten, 
Barton, Durstine & Osborn Inc., Los An- 
geles, chairman; Trevor Evans, Pacific 
| National Advertising Agency, Seattle, 
| vice-chairman; Dorr Walsh, Hixson & 
| Jorgensen Inc., Los Angeles, secretary- 
| treasurer. 


| LOCAL COUNCIL BOARDS 
OF GOVERNORS 


Chesapeake: Robert E. Daiger, VanSant, 
Dugdale & Co., Baltimore, chairman; Sid- 
ney A. Levyne, S. A. Levyne Co., Balti- 
more, vice-chairman; John F. Hardie Jr., 
Lewis Edwin Ryan, Washington, secre- 
tary-treasurer. 
| Chicago: George B. Bogart, Calkins & 
| Holden Inc., chairman; Norman D. Bueh- 
ling, Fensholt Advertising Agency, vice- 
chairman; Scott Leonard, Young & Rubi- 
cam Inc., secretary-treasurer. 

Cleveland: Robert W. Dailey, McCann- 
| Erickson Inc., chairman; John F. Wilson, 
Carr Liggett Advertising Inc., vice-chair- 
man; Charles Farran, Griswold-Eshleman 
|Co., secretary-treasurer. 

Dayton: Vincent C. Koepnick, Geyer 
| Advertising Inc., chairman; Carter B. 
|Helton, Kircher, Helton & Collett Inc., 
vice-chairman; Hugo Wagenseil, Hugo 
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No matter for what purpose you may order electrotypes, 
you have a right to expect a full measure of quality repro- 
duction. And that’s true whether they’re simple electros 
of trademarks, pe gra or product models for dealer use 
or several sets o 

duplicates accepted by national magazines as “‘originals’”’ 


four-color Atlantictypes, the 


because of their durability and fidelity. 


At Rapid you get what you have a right to expect because 
of our half-century background in plate making, constant 
improvement in techniques and facilities, and our exclusive 


quality controls. 


And here fine craftsmanship is enhanced by fine service. 


Get more per dollar the Rapid way. 


AD-ELECTROS * MATS * PLASTIC PLATES + R.O.P. COLOR MATS + ATLANTICTYPES 


for quality reproduction 


NEW YORK CINCINNATI DETROIT PHILADELPHIA 
Atlantic Electro. & Stereo. — Northera weeny 
YAnderhitt §-0900 vlan i TRinity 5- ‘eae any 


CHICAGO: Sates Office, DEarborn 2-2016 HARTFORD: New England Sales Office, ADams 3-3409 ; 
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made products 
... the finest duplicate for high-speed 
rotary printing; often chrome plated. 
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Y news-ad electros 
Y magazine electros 
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Y curved plates 
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Y carton plates 

JV job electros 
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Wagenseil & Associaies, 
urer. 

Michigan: Clarance Hatch Jr., D. P. 
Brother & Co., chairman; Richard J. 
Farricker, Kudner Agency Inc., vice- 
chairman; Robert E. Anderson, Batten, 
Barton, Durstine & Osborn, secretary- 
treasurer. All are of Detroit. 

New England: Sture H. Nelson, Wm. B. 
Remington Inc., Springfield, chairman; 
W. L. Shepardson, James Thomas Chirurg 
Co., Boston, vice-chairman; Daniel F. 
Sullivan, Daniel F. Sullivan Co., Boston, 
secretary-treasurer. 

New York: James D. Webb, C. J. La- 
Roche & Co., chairman; Bryan Houston; 
Bryan Houston Inc., vice-chairman; A. W. 
Fargo Jr. Chas. W. Hoyt Co., secre- 
tary-treasurer. 

Northern California: William E. Haber- 
man, L. C. Cole Co., chairman; James A. 
Brown, Hoefer, Dieterich & Brown Inc., 
vice-chairman; Harold Marquis, West- 
Marquis Inc., secretary-treasurer. All are 
of San Francisco. 

Oregon: John L. Sugg, Cole & Weber, 
chairman; T. Bryce Spruill, Botsford, 
Constantine & Gardner, vice-chairman; 
Adolph L. Bloch, Adolph L. Bloch Ad- 
vertising Agency, secretary-treasurer. All 
are of Portland. 

Philadelphia: George B. Barnard, Ait- 
kin-Kynett Co., chairman; Earle Steiert, 
Richard A. Foley Advertising Agency, 
vice-chairman; Walter G. O’Connor, 
Michener & O'Connor, Inc., Harrisburg, 
secretary-treasurer. 

Pittsburgh: Willaim J. Geissinger, Ket- 
chum, MacLeod & Grove Inc., chairman; 
George S. Hill, Albert P. Hill Co., vice- 
chairman; B. B. Jones, Ketchum, Mac- 
Leod & Grove, secretary-treasurer. 

Puget Sound: Reinhart Knudsen, Bots- 
ford, Constantine & Gardner, chairman; 
Wilfred W. Pascoe, McCarty Co. of 
Washington, vice-chairman; Franklin C. 
Welch, Honig-Cooper Co., secretary-teas- 
|urer. All are of Seattle. 
| Rocky Mountain: Arthur G. Rippey, 
Rippey, Henderson, Kostka & Co., chair- 
|man; Robert L. Roat, JWT, vice-chair- 
man; Curt Freiberger, Curt Freiberger & 
Co., secretary-treasurer. All are of Den- 
ver. 

St. Louis: Charles A. Brandon, Winius- 
Brandon Co., chairman; George H. Shields, 
Gardner Advertising Co., vice-chairman; 
Roger Bacon, Ruthrauff & Ryan Inc., 
secretary-treasurer. 

Southern California: C. E. Staudinger, 
Warwick & Legler Inc., chairman; Jack 
W. Smock, Y&R, vice-chairman; Paul R. 
Jordan, Jordan Co., secretary-treasurer. 
All are of Los Angeles. 

Southeast; James M. Henderson, Hen- 
derson Advertising Agency, Greenville, 
chairman; C. K. Liller, Liller, Neal & 
Battle, Atlanta, vice-chairman; T. Russell 
Paulson, JWT, Atlanta, secretary-treasur- 
er. 
Southwest: Ira E. DeJernett, DeJernett 
Advertising Agency, Dallas, chairman; 
A. S. Black, A. S. Black & Co., Houston, 
vice-chairman; Ted A. Workman, Ted 
Workman Advertising Inc., Dallas, secre- 
tary-treasurer. 

Spokane: J. Walter McLean, J. Walter 
McLean Advertising, chairman; Charles 
R. Devine, Devine & Brassard Inc., vice- 
chairman; Virgil A. Warren, Virgil A. 
Warren Advertising, secretary-treasurer. 

Twin Cities: Bobb Chaney, BBD&O, 
chairman; Charles R. Strotz, Bruce B. 
Brewer & Co., vice-chairman; Vance 
Pidgeon, Vance Pidgeon & Associates, 
secretary-treasurer. All are in Minneapolis. 


Tywel Sets Push 
for Built-in-Wall 
Air Conditioners 


New York, June 14—The August 
issues of four magazines will carry 
the first national advertising to be 
placed by Tywel Mfg. Co., maker 
of built-in-wall air-conditioners. 
Through Hicks & Greist, copy will 
be placed in American Builder, 
Architectural Record, House & 
Home and Practical Builder. 

With ads running from a half 
page to two pages, insertions will 
continue through February 1956 
and will stress application of the 
Tywel unit for new homes, apart- 
ment houses, hotels and motels. In 
addition, newspaper real estate 
sections will be used as the com- 
pany names its factory sales rep- 
resentatives in local markets. 

According to James W. Veeder, 
director of advertising and sales 
promotion, the publication cam- 
paign will be backed by heavy di- 
rect mail to builders and architects. 


secretary-treas- 


Sulzberger Named V. P. 


Arthur Hays Sulzberger, pub- 
lisher of the New York Times, has 
been elected a v.p. of the Chatta- 
nooga Times Printing Co. He suc- 
ceeds the late Col. Milton B. Ochs. 
President and publisher of the 
| Chattanooga Times is Gen, Julius 
Ochs Adler, 
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THE TILL 
TELLS THE TALE... 


The retail grocer puts his choice of advertising 
to the acid test... the test that only a cash reg- 
ister can make. His recorder of advertising 
effectiveness is direct, immediate . . . it’s a point- 
of-purchase check. Yes, the till tells the tale. 


That's why Chicago-area retail grocers turn to 
the Daily News in placing the bulk of their 
advertising. 


Heres how retail grocers placed their 
advertising in Chicago newspapers in 
the tirst four months of 1955: 


DAILY NEWS . 1,018,852 lines 
Daily American .. . 591,262 lines 


Daily Tribune ... . 334,860 lines’ 
Daily Sun-Times. . . 162,590 lines 


*Media Records show the Daily Tribune as carrying 101,003 lines of retail food advertising in zone sections 
for the first four months of 1955. Each zone is limited to approximately one-third of the city and suburban 
circulations. To place all Daily News linage on an equal base (equal circulation), this zone linage has been 
divided by 3. Source: Media Records, Inc. Liquor linage omitted. 


CHICAGO DAILY NEWS 


Chicago's HOME Newspaper e JOHN S. KNIGHT, Publisher 


CHICAGO NEW YORK MIAMI DETROIT SAN FRANCISCO LOS ANGELES 
Daily News Plaza 45 Rockefeller Plaza 121 S. E. First Street | Free Press Building 703 Market Street 1651 Cosmo Street 
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These GALS really SELL! 


HONOLULU 


It’s a fact! This bevy of beauties really moves merchandise. Here’s why. 
First, every model is carefully selected as a top attention getter. 


Second, they are reproduced in realistic full color as only Schmidt can do it. 


When you select Schmidt, you get the most modern techniques 
in the industry backed by nearly a century of experience. Be sales- wise! 


Let these Schmidt “gals” go to work for your product. 


Just call the Schmidt sales representative in your area. 


Selhnaict Libieggoh 


Point-of-Purchase Materials + Posters + Labels +» Cartons + Shipping Cases 
Calendars + Recipe Booklets + Catalogs » Corrugated Floor Stands + Seed Packets 
Gift Boxes + Brochures « Direct Mail Materials +» Ad Pads + Outserts 


° SEATTLE «© PORTLAND ¢ HARLINGEN « SAN ANTONIO *© ORLANDO ¢ CHICAGO « NEW YORK 
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é Advertising Age, June 20, 1955 


Brewers’ Ne! Profits Dropped in ‘54 jms 
Despite Sale: Increase, Survey Finds 


the report says. “They reflect the 


BLANKETED BY — 


The Z1 Paso Times 


AN INDEPENDENT NEWSPAPER New York, June |4—!'°¢ 1955 


MORNING AND SUNDAY edition of the “Brewing Industry increasing bite on net profits from | | r 
Survey,” to be issued this week major sources: Q) fierce compe- ue 
El Paso Herald-Post by Research Co. of America, ae" tition, gga — 2 > . 
SCRIPPS-HO NEWSP. tains the following analysis of come ’ . > " 
, ENING a sales and income ie 25 typical taxes and (5) costly strikes.” | 
OVER 90,000 — _® The report notes that a recent | ee A 
25 Companies Sales Net Income Ratio of analysis by an investment house, | 
CIRCULATION DAILY During Year Net laeeees undertaken to determine the ex- 
5 er i ts of the brew- 
‘we 1 610, 82.000 5.94% | pansion requiremen 
pecimatlteronenrcmte es 1982 +e08 154 000 s8 aes 000 5.43 jing industry, showed that an ad-| 


. 1953 789,490,000 38,517,000 4.92 ; j | 
TWO Separate Newspapers e 30° Line BUYS BOTH! 1993 789,490,000 36,51 000 49 equate modernization program | [7 


“These figures are startling,” | will require a half billion dollars 


a NATURAL BEVERAGE—Joan Collins, 

a British motion picture actress re- 

: . | cently signed by 20th Century- 
: | Fox Film Corp., lends her smile to ea 
“. | the promotion of June Dairy Z 
‘ Month. a 
oa é& & © % oO U ~ 7 during the next five years, and 
| that a _ substantial portion of 
ea O capita consumption dropped to 
15.9 gals. in ’54, as against 16.7 in 


these funds must come from the 
’53 and 16.8 in ’52. : 
< 
® The big ten producers in 1954 ™ 


lic stock offering was issued re- 
cently. 


During the past three years, the 
survey shows, breweries have op- 
erated at approximately 63% of 
production capacity. 

Barrel sales in 1954 totalled 83,- ‘ 
292,707, as against 86,027,931 in 
1953 and 84,819,892 in 1952. Per- 


investing public. It points out 
that Anheuser-Busch’s first pub- 
follow (figures in parentheses 
represent 1953 rank): 


Every industrial publication worthy of serious consideration and substantial a Aamo a «barrels ! 
; Fs P P - ss Fi s. Schlitz Brewing Co. . 5,406, 
2 use by advertisers must provide some special and unique editorial service. S tate k 


5 
3 
3 
Liebmann Breweries* .... 3, 
(6) Falstaff Brewing Corp. ... 3, 
(7) F.&M. Schaefer Brewing Co. 2, 
(11) Theo. Hamm Brewing Co.. 2 
(8) Miller Brewing Co. ..... 2 
1 


’ 


4 A form of service not offered by any other publication in the same field. 
. We of The OIL DAILY believe that TODAYNESS best describes that Ce Ef Fo , 
- N is ee y . *Estimated by Research Co. of America. c 
special characteristic of this daily newspaper. Here’s what TODAYNESS ws ws os ; et si or % 

2 e big ten sold approximately 
a means to the petroleum industry: 33,958,000 bbls. or about 40.8% s 
of the national beer volume in : 

1954. Barring any serious strikes, 

th , th t ° 

TODAYN ESS is the just-accomplished TODAYN ESS is long editorial experience errctier py fetes Fyre agllge contig 


pected to account for a larger vol- 
feat of The OIL DAILY, distributed pre-breakfast, and wide acquaintance in the oil and gas industry, applied ume in 1955. 


room-to-room, on the exact day of issue to more than every day of the week to getting facts, interpreting events 
3,000 oil and gas men attending the Fourth World and pointing wise courses. 


aRSSSESER 
3333333888 


cseat 
~ 
on 


Automotive Advertisers Elect 
S. R. Robinson, advertising man- 


Petroleum Congress in Rome, Italy. _ager of Grey-Rock division of Ray- 

TOD AYN ees bestos-Manhattan Inc., Manheim, a» 

represents the confidence of | Pa., has been elected president of A 

TOD AYN E35 management people in The OIL DAILY’s alertness and fa ee cng hip se 

. : . sin | cil. er officers elected inc 

# is the daily pre-break accuracy, reflected in their willingness to pay $25 and up Herman Teetor, director of adver- ; 
er fast, room-to-room distribution of The OIL DAILY at per year for this vital service. tising of Perfect Circle Corp., Hag- 
more than 25 important oil and gas production, trans- ne Ind., v.p.; > = — 
i , ; , ; nell, ad manager, Federal-Mogu 
6 portation, refining and marketing meetings in the TOD AYN ESS is th di Service division, Federal Mogul 

ie United States and Canada. is the urgency and impact 


Corp., Detroit, treasurer; M. Robert 


which carries over from news column to advertising mes- Wolfson, ad manager, Maremont 


sage, insuring exposure and readability beyond comparison. Automotive Products Inc., Chicago, 

TO D AYN eqc recording secretary; Frank F. 
is today’s all-industry T OD YN E55 Schuhle, ad department, General 

_ =—— A ; ‘ , Electric Co., Cleveland, corres- 

news today—not next week—in time for management is the quality which no ponding secretary, and George W. 
men to make fast decisions, take immediate action, | weekly or monthly petroleum publication— general or | Stout, president, George W. Stout 
whether at home or away. technical, horizontal or vertical—can possess. | Inc., aa Castle, Ind., executive 

_ secretary. 


TODAYNESS is The OIL DAILY W. I. Towne Leaves Towne 


to Form Stamford Agency 


W. L. (Bill) Towne, formerly a 
pricipal in W. L. Towne Advertis- 


ing, New York, has formed W. L. 
Towne Advertising Counselor at 
25 2nd St., Stamford, Conn. Bob 
Towne remains in New York as 


sole owner of W. L. Towne Adver- 
FHE NATIONAL NEWSPAPER _ OE PETROLEUM ante 
Jersey Agencies Merge 

; 1 “hs . ° on ency, Pompton Lakes, 
6 ] 6 South Michigan Avenue U cago 5, Illinois “3 ped ner oot Advertsing 
Paterson, have merged under the 


name Donlee-MacDonald Advertis- 
ing. Offices will be maintained in 


F both cities. 
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| BELEEE made this sale 


When products are sold in the home, advertising has a great responsibility—it is the only means of pre-selling the customers. 
To be effective, this advertising must be believed, and it will get the best results if it appears in a magazine that readers trust. 
That’s why companies that sell in the home...as well as those selling through stores...use The American Magazine so effectively. 
Continuously high readership of advertising and consistent response to editorial content give positive proof that... 


People believe in The American Magazine. 


This belief has a solid foundation . . . inspired by an editorial policy keyed to the wants and needs of our 
readers. And more and more people are coming to realize this. For the last complete six months sales 
period, American Magazine total circulation reached an all-time high . . . led all major family magazines 
with the greatest increase in newsstand sales. Yes, people believe in The American Magazine because . . . 


The American Magazine believes in people. 


A vital outgrowth of this belief is increased response to your 


advertising... whether you sell products to people directly in the home BMvverican oe 
or over store counters... whether you sell cosmetics, automobiles, eS 


insurance, travel, leisure time needs... or other products or We | 
services. 10,000,000 people read The American Magazine every month bi . ae 
tar d ket that you can reach through advertising! , aa 
a tremendous marke y g sing ¥2 MAGAaINE 


“It moves goods because it moves people” 
The Crowell-Collier Publishing Company, 640 Fifth Avenue, N. Y. 19, N. Y. Publishers of The American Magazine, Collier's and Woman’s Home Companion 
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John Milton Joins KH]J-TV 


John Milton, formerly with Mo-| 


loney, Regan & Schmitt, has joined 
KHJ-TV, Hollywood, as national 


B&B Names Three V. P.s | 
Benton & Bowles, New York, has 


named three v.p.’s. They are Mar- | 
/shall Clark, with the agency since) 


Storer Reassigns Stat! ' 

Storer Broadcasting Co.. Miami, 
has realigned its top executive or- 
ganization. Lee B. Wailes, exec. 


advertising manager. He succeeds | 1950; Charles Shugert, who joined! V-P-, will assume many of the 
Robert Bowman, who moves over in 1952, and Donald Weill, with duties now handled by George B. 
to the station’s account executive B&B for six years. All are account| Storer, president. Stanton P. Kett- 


department. 


supervisors. 


The Telephone Book 
of Radio* Plants 


Indicating the pace of modern radio, the 1955 IRE 
DIRECTORY will list phone numbers of 3000 


manufacturers. 


“Radio manufacturing today is generic—covering 
military, industrial electronics, audio, TV, auto- 
mation, instrumentation—all fields using the elec- 
tronic tube and transistor. Radio Engineers are the 
35,000 designers and buyers reached by this IRE 
PURCHASING DIRECTORY. Get the facts. June 
30 closing. 


Engineers are educated 
to specify and buy! 


INSTITUTE OF RADIO ENGINEERS 


THE | 


1475 Broadway, New York 36, N. Y. 


RE DIRECTORY 


Advertising Department 


executive at J. Walter Thompson 
Co. and from 1929 to 1937 served 


ler, formerly southern district v-D.,. 
has been appointed to the new 
position of v.p. in charge of oper-_ 
ations. He is succeeded by George 
B. Storer Jr. William E. Rine con- 
tinues as v.p. in charge of the 
northern district but will have ad- 
ditional responsibilities. | 

| 


Norman Waters Elects Officers 

Bliss Woodward, formerly sec- 
retary, and Murray Platte, former-| 
ly media director, have been 
named v.p. and general manager, 
respectively, of Norman D. Waters 
& Associates, New York. The agen- 
cy’s board of directors also named 
Louis Landesman, formerly gener- 
al manager and assistant treasurer, 
treasurer and Elaine Waters, for- 
merly assistant secretary, secre- 
tary. Norman D. Waters was re- 
elected as president. | 


| 

Hosch to Sullivan, Stauffer | 
John H. Hosch has joined Sulli- | 
van, Stauffer, Colwell & Bayles, 
New York, as a v.p. Since 1937 Mr. | 
Hosch had been v.p. and account 


as sales promotion manager of W.) 
F. Young, Inc. 


Getschal Co. Adds Airex 

Airex, a division of Lionel Corp., 
New York, has appointed Getschal 
Co., New York, to handle advertis- 
ing for its line of fishing tackle. 
Buchanan & Co. is the previous 
agency. 


YOU MIGHT CATCH A 2372-LB. SHARK* — 


BUT .... vou NeeD wkzo-tv 
TO LAND SALES 


AMERICAN RESEARCH BUREAU IN WESTERN MICHIGAN! 


February, 1955 Report 


GRAND RAPIDS—KALAMAZOO 


Number of Quarter Hours The February, 1955 American Research Bureau Report for 
Wee Cer Retng Grand Rapids-Kalamazoo shows that WKZO-TV is the top- 
WKZO-TV | Sation 5 audience TV station in Grand Rapids and Battle Creek, as 

pay ow ag — 144 56 well as in Kalamazoo. 
4 = 37 WKZO.-TV is the Official Basic CBS Television Outlet for 
er a ee this area. With 100,000 watts on Channel 3, WKZO-TV de- 
Sem tem = = livers a brilliant picture to one of America’s “top-25” tele- 


NOTE: Survey based on sampling 


lowing proportions—Grand Rapids (45%), 
Kalamazoo (19%), Battle Creek (19%), Mus- 


kegon (17%). 


-~W~~¢ 
5? 


WKZO — KALAMAZOO 
WJEF — GRAND RAPIDS 


Associeted with 
WMmBD — PEORIA, ILLINOIS 


*A. Dean caught a 15’ man-eater weighing this much at Streaky Bay, Australia, in January, 1953. 


| he Selzer HVlalions 


WKZO.-TV — GRAND RAPIDS-KALAMAZOO 


WJEF-FM — GRAND RAPIDS-KALAMAZOO 
KOLN — LINCOLN, NEBRASKA 
KOLN-TY — LINCOLN, NEBRASKA 


in the fol- 


Avery-Knodel, Inc., Exclusive National Representatives 


vision markets—over half a million TV homes in 29 Western 
Michigan and Northern Indiana counties! 


Let Avery-Knodel give you the whole WKZO-TV story. 
100,000 WATTS—CHANNEL 3— 1000’ TOWER 


KZ0-TV 


Kalamazoo—Grand Rapids 


ae 


mitt ielips ig 
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Advertising Age, June 20, 1955 


Getting Personal 


R. Del Dunning, merchandising director of Moser & Cotins, Utica, 
N. Y., his wife and 80-year-old mother have been enjoying a four- 
week tour of England and Scotland. The trip included a reunion 
with the English branch of the Dunning family... 

July 2 has been set for the wedding of Shelly Wasserman, account 
exec. of Illinois Simmonds & Simmonds, Chicago, and Helene 
Lansky, Michigan State co-ed. They met at a Michigan resort last 
summer—same one, it turns out, where Mr. Wasserman’s parents 
met 30 years ago, and Miss Lansky’s, 25 years ago... 

Married in Chicago on June 11 were Richard P. McClanahan of 
Popular Mechanics and Marianne Smith of Foote, Cone & Belding. . . 

Hugh A. Smith, v.p. and general manager of Radio KXA, Seattle, 
has been named prime minister for the 1955 Seattle Seafair, the 
sixth annual summer festivities spy ssored by Greater Seattle Inc. As 
prime minister he will be right-hand man to King Neptune VI 
(George Kachlein Jr., a lawyer), and will be participating in a 
full share of horseplay and fun-making... 

June 7 is a special day in the Alber household. It’s the 19th 
wedding anniversary of Dave Alber of David O. Alber & Associates, 
New York p.r. agency, and his wife Doris. It’s also her birthday, 
and their son Mike’s birthday. To reporters who call to find out 
whether all this is true, Mrs. Alber says, “Oh, yes, this has been go- 
ing on for 17 years.” Mike was born 17 years ago. 

Douglas M. Smith, former ad agency man who runs a personnel 
service in Chicago, has been busy advising congratulatory friends 
that he is not the Douglas L. Smith, formerly of BBDO, New York, 
who has just been made ad manager of S. C. Johnson & Son. Doug- 
las M. insists he hasn’t taken any job—he’s still very much at work 
trying to get jobs for other people in the ad business... 

Walt Barber, Compton Advertising associate media director, and 
his wife Florence now have eight children, five boys and three 
girls. Their eighth, Linda Jean, was born May 29 in Ossining, N. Y., 
Hospital. That’s where Getting Personal’s New York man was born 
such-and-such years ago. 

Julius Joseph Jr., Franklin Bruck Advertising media director, is 
“Man of the Year” at Ad Men’s Post, American Legion, New York. 
He received the award June 6. It’s named for the late James Gray 
and Francis Russo of James Gray Inc. and F. A. Russo Inc., mem- 
bers who both died in 1949... 

Joseph First, v.p. and general counsel of Triangle Publications, is 
the new president of the Wharton School Alumni Society of the 
University of Pennsylvania... 


JUST MERGED—Peter H. Whelen, ad and sales promotion manager, 

Motorola Canada Ltd., Toronto, and his bride, the former Joan 

Sparfel, visited a place owned by somebody named Sherman Bill- 
ingsley in New York while on their honeymoon. 


Add tough chores: Bill Collins, who recently left Dravo Corp. in 
Pittsburgh to take over as advertising and sales promotion man- 
ager for Standard-Vacuum Oil Co., New York, has completed his 
first major assignment—a trip around the world... 

Robert J. McAndrews, v.p. and commercial manager of John 
Poole Broadcasting Co. stations KBIG, Catalina, and KBIF, Fresno, 
Cal., has been named to the board of trustees of the Assn. of Inde- 
pendent Colleges and Universities, representing Saint Mary’s Col- 
lege, of which he is a regent... 

Ed Roberts, creative personnel interviewer and script selector at 
BBDO, New York, has co-authored his first novel, “The Pink Rose,” 
with Mrs. Elspeth Cutler Woodward. The book, published by Loth- 
rop, Lee & Shepard Co., draws on Mrs. Woodward’s experiences as 
a turn-of-the-century debutante in Hartford and concerns itself 
with manners and morals in the U. S. at that time. Roberts met 
Mrs. Woodward a dozen years ago at a Yale playwriting course... 

Beatrice Blackmar Gould, co-editor of the Ladies’ Home Journal, 
and Hugh Robertson, v.p. and chief editorial writer for Westchester 
Newspaper Publishers, have received the Alumni Assn. award of 
the Columbia U. Graduate School of Journalism for distinguished 
service to journalism... 

Dave North, who had a year’s Fulbright fellowship at Victoria 
University College, Wellington, N. Z., has returned to the Ted Bates 
& Co. press department, New York... +: 

Frank Ehrenberg, president of Blanchard Press, New York, has 
been elected chairman of the board, New York Employing Printers 
Assn., succceeding Charles Schatvet, who is president of Guide- 
Kalkhoff-Burr Co...John DeForest Stull of Leonia, N. J., had a 
one-man show at J. Walter Thompson Co., New York, the week of 
May 23. He has done ad layout and package designing for Squibb, 
Weston cookies, Manischewitz noodles and Continental Paper... 
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gains of both other 


al Houston Newspapers 
: 1,521,682 


LINES 


TCHRONICLE 
] ’ % 930,520 Lines PRESS 


204,882 Lines 
GAIN 8.2% 6.1% 


GAIN 


et Nl LTT 


~~ 
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GAIN 


—— 
‘ 


The Houston Post is first again in total advertising FIRST ALSO IN 1954 


linage gains. The Post’s 19.2% increase for 1955 is greater 
than the combined linage gains of the Chronicle and the 


Press. This is continuing proof that in Houston, the trend is POST +1,347 281 +5.42 


to the Post! This 19.2% is one of the highest increases in 


linage gains of any metropolitan newspaper for a four month 


period! Advertisers pick the Post, beceuie fie Post gives Sn | GOS «© Summ 
them results. 


PRESS — 193,620 - 179 


*Linage Gains, January | through April 30, 1955, vs. same period. 
1954. Source: Media Records. Does not include American Weekly, 
This Week, and part-run weekly neighborhood sections. 


TOTAL 1984 GAM OR LOSS PROM COMPARABLE IL-MONTH 195) PERIO® 


TEXAS’ FASTEST GROWING 
NEWSPAPER 


Written and Edited to Merit Your Confidence 
Represented Nationally by Moloney, Regan & Schmitt 


; fe 5 Tae A ns rv ED at Bybee, : 2 so re 2 ao ee Re re ee I ne Aan a 4 ne Rein AS Be 
J af — eee area of oP ae * eh 2 r - + ee. z ee Me | , ae ; iS ‘ . F wee 
a ee . 4) ; y Ce a 4 - J . ne 
_ 
eerie. ‘ : 
cS 2 
a et 
<n 
Rae a 
roe — 
eet ar 
sits 
Ge hie Fox ss ae Ae i Zee 
Ras ates * een taney Cee ee oe ae p4 
eae ea | : aS la eae 
aie : pee . ae a nf. ae ao anil i e pa 
oes - ee ee Be — 7 oa 
_g tS ee ii. 2 eee ee . i? Be : : 
fee | ee in cs . 2 i ; 
i oe eee a oe , eer) 
oe Siete “i = er wy 3 
: a 3 t eee a a ak Seb ? eee: cy £25) Sa Pe ; he cs a 
wail i a bey .—— 
; Bee, oe a 2 pie BE A abe ie 4 
ae, a gee og 
4 | 
{ 
v4 7 : 
Ps ’ 4 
, ; 
| 
; reed 
4 c 2 eae " % seer Sire : 
ne ; a ay fe o> eee p a es 
os 3 as us Sep ‘ae eee hr: cee eee Pas : a 
aul eet Fo wea a . ikl oor 5 = ili shy ues > Se ail ROD | eon aS cers 
eg sie a. re ee =" eo eae. eae eee ee Bee hee { 
‘aed oe ae ahi? ’ fe Zz ens en es OMG cc OEE ES 
ae ae ie a F nesta a 
ee Stim. ist es eee 2 Be pai eee ae ke ee . 
ak a. oe ; 7 
“5 te gaa a ea aes oy cor. Spey Ra 
oe ee mm TE 
be ; 
a 
a 
es 
a ‘an 
i Py 7 ; 
ee 
aa 3 
a Se | 
7 | 
- : 
at | 
2 ™ 
. a | 
ipa a — ' 
ene A \ ‘ 
Pee | 
eS é | 
thie as : | 
ee ae 
ae aes 4 
: The me } 
. ee 
tla 
iS: ae 
es 
Bi Aue 
am , ‘ 
‘eae 
ese a | 
a 
jaar Om 
ae 
a, ay ak 
M Bias 
a - 
So 
i. . “i 
; | 
mos, 5s Xe | 
% ca. | 
eee | 
- ; 
—_—_ 
| si da 4 
4 af 
" 5} 
Sa 
j 4 
i 
———o 
ae uy 
i. aan 
{ Ss ‘| 
| abgames : 
— “5 
Y es 
e EE 
Ze 4 
ee ri 
inde 
ao. ae “ 
a ee 
vari 
mere : ; 
Te 
ve 
: ‘ BT git af ; oo, ei rer = i ee "pe ae nae : i Seah : ibe : gay n ge ¥s, 1% cy 
i ed r Phe ‘ j 
: eat — a > be + 
dor igs cians = : ; 
ot 3 re tise ae oi . 
a a my Hest a ae a 
amped | a oe yes : ates eine “ads DB 
eae ¥ z eto 2 a ie, Bee hy 6 ae cee , = ae e am Md 
fies wid, Cece eae eis. ac ae a eee! a ee ee ee ee ee oe cs i 
Ns 
Roe : 
+ rake ae 
aie 
ee 
eee 
Oates 
Bie 
ao 
, ae 
. sia | 
¢. =) sad sie uenamammtal - a Tv - = - tae z 
A owt sm ; . 3 Fa « ' « Ra ¢ . th } i . * 4 hah a ee ‘ as) % 
Pn ns oe ee ow ace PY Bar A Ee ae <3 kaw SPE, * 3 Vere i we Pee ha Pep eet oe a eee 4 er ear eS jon pt ees fet fe Pig oe? Pat yet fr Pew: oa, ae RNR emg a iat awed Reh ody R* Sos age ; ee vo Se 
Retest Sen te Pea ene hap Ries SS MEN 5 poe: te SiGe ea ae e Got Reg ne oc ys Kia ee J ies NESE ort Set emo ee er oT Seca I NA ER eee Le Gi ee E cee ota is cok Sieh ae Siar ahaa Penne Camlataetage PANS Cae SNE aS eB eae el Se gl AS me Farrage courte a, 
EAS ag cs et Sete RS a Re ee De i! See ee ea Oe pees Fe eg IES ty ee eS a tS apes Re me Se a Doc GR me tg Pee em NE mie RN ne EE RS BT og eT a OR SESE ty ee a One ee hs 6) a A eee ee ea, MAS ete COME ne yore 2 Ry vhs era eeu 4 arty Sar deat 
Se alas: Re ee eis he) eS. ci ete P . Sige aed = ge, 4 pee + he ae ee Te Saye pen eg RG i Ri a a fre Aes git ete Pe ate eee ms ee mew & sy Sear sS, ee we Bee eee ee tes eo ee ‘a Ng ike’ &, ee ies: a Se eae Po eae et Sot Oe 5 gens. 1g ES ee A ed of ee 
et i oe Tear ih tik A CRE ido CS Te en, SE be OD ean aca a ee eae i +. A ig go Tag ra bere OES in Se Re Semen ek, Val era DUN Bil tei Wh on! 2 eae! NGA eee Sis et yom wf Regt PO OA Ries WR eg wp A SRR ARIS 5 inle ono, 
¥o7, ; Heeeae 6 Sakon de pede payee : RES ee a RE tls A cn Oe tick Aas ae wt A CS oe hg 2 Ete fh or ae ae & ~ ages Cs Boe Pe RA eg fae 
mR A eee Paks eis Rave: eR Rea e aes ee 3 IO keer, Ure een Maes ARRON ee a a ee oad Conese PT oe any ROO ae sea Sen ee Mca “dy SE a, Meare nl feed ig. CPRRGAPIRSEEM Beaty tay SS Ace ound) Min eevee CRE TA MRP aM a Ss A od ol SLT ger Na A iady Puig ale sae UO Re a 2 a 
ie ye -* Aine TH Si Ad RLS aes eet ae ee pe te Ral ers ba hel ne ee Se Gee Ce eee Oe Pie Boy gee SA aie ee ie, sete SE os oe oy te, War . Ceres Pe anes nt Nt RE BOS? ee ap AE pet © PPE: Bye iin ee Ons jhe t Shae re eee he < 
Peete PREM peels Goi tenet i te aa! eS) te Pn EE, ae oh WLR ete OC PRS ae tN Aiea i eg pig ee fe BEBE EAS Se Mase so wd SOS he SD" ans er Te aa ae as. seh LSE Ys girs 
i ee a a a a Tse oe ny tage ate eT ND Re Ai eta ee eI ee ET a EU Re ree pe ee pe Eps er ee tte GEE LE aE nS here COT) Rea Ltt th, alt ee we eee es EA only 2 ate 
Cena. Stoke yeaah aL oe Ae Ne ee de se GY Ae Cana ECU) NN gt WA eae fy RAL, oop Oe a A EM Rett ple fa eee i EAS LO ee Leena Sept ey Pr Te hem OT 4 A PAs bo Sco yaad SAO OY GA Oe ee ee Soi BRM Sno ee 


Me 


ee re, oe Canadian Press Assn. Elects 
ey A.D. MacLean, president of Hugh |ing Co., 
“ | \C. MacLean Publications Ltd., has | Mansfield, Toronto, manager. 
| been elected president of the Peri- 
» | odical Press Assn. and constituent | Detroit NIAA Chapter Elects 
| | associations. Other officers elected 
= \include five v.p.s—P. H. Butler, | of advertising and sales promotion 
Maritime Farmer & Cooperative|of the Carboloy department of 
Countryman; D. F. Hunter, Mac-|General Electric Co., has been 
lean-Hunter Publishing Co.; K. L.| elected president of the Industrial 
Whelan, Maclean-Hunter Publish- | Marketers of Detroit, a chapter of 
s\ing Co., L. H. Meyer, Le Bulletin) the National Industrial Advertis- 
w\des Agricultures, and J. B. Tomp-/|ers Assn. Other new officers are 


| Howse, Maclean-Hunter Publish- 
treasurer, and George 


Charles E. St. Thomas, manager 


- kins, Motor Carrier and T. H.|George Appel, account executive, 


Witte & Burden Co., Ist v.p.; Nor- 
man A. Rowe, director of adver- 
tising and sales promotion, Frue- 
hauf Trailer Co., 2nd v.p.,; Charles 
Helpler, U. S. News & World Re- 
port, 3rd v.p.; H. F. Webster, ad 
manager, Shatterproof Glass Corp., 
secretary, and Carl Anderson, ad 
manager, Frederic B. Stevens Inc., 
treasurer. 


Vollmer Named A. M. 
Paul F. Vollmer, formerly assist- 
ant ad manager of Blaw-Knox Co., 


4 a ‘euedore Fete Pea eae ee a i Fie 


sel cen dogindebnaneetbaahaees ecient ppmcery ti 


Advertising Age, June 20, 1955 


Pittsburgh, has been named ad- 
vertising manager. Robert E. Mal- 
ley, with the company since 1938, 
has been appointed assistant ad- 
vertising manager. 


Bowling Opens Job Agency 

Frank Bowling, formerly art de- 
partment manager at Jobs Un- 
limited, New York, has opened an 
employment agency for artists in 
advertising and magazine publish- 
ing, Frank Bowling Agency, at 18 
E. 4list St., New York. 


ALBERT J. ACKLEY, formerly a mem- 
ber of the promotion staff at Good 
Housekeeping, has been appointed 
advertising manager of Facit Inc., 
U. S. sales distributor for Facit 
calculators, Odhner adding ma- 
chines and Halda typewriters. 


The three awards illustrated to the right, are 
recent recognitions of AMERICAN LUMBERMAN's 
editorial service to its readers. They are also, the 
only 1954-55 such awards won by a building ma- 
terial dealer business publication. 


S quor Industry immediately to the right; the Industrial Market- Excellence 
ing 17th Annual Editorial Competition, Award of 
eeks to Control Merit, Merchandising, Trade and Export Papers, ee ee ee a ee 


“For outstanding series of articles published during 
the period ending December 31, 1954. . .”’ 


AWARD OF MERIT TO 


Newspapers: Siler 


WASHINGTON, June 14—The spon- 
sor of legislation banning alcoholic 
beverage advertising used two re- 
cent news reports last week as the 
basis for charges that beer and 


Far right; The Associated Business Publications’ 
1955 Jesse H. Neal Editorial Achievement Awards, 
Award of Merit, (top) Class A, "'. . . for a series of 
editorials on the compensatory pricing of lumber 


liquor companies are trying to in- and building materials at retail."’ (Bottom) Class B, \ Sey \ ee 
fluence the content of newspapers “. . . for the best reporting of a major event or A s \\  \ 
and radio and tv programs. project." AMERICAN LUMBERMAN is the only ABP ‘ NN SS \ 
Rep. Eugene Siler (D., Ky.) in- publication winning two awards in this year's com- 5 22 —) . : ) 
serted in the “Congressional petition. faa LE SAS: 
” — Seeks 
Record” a report from ADVERTISING marvin ~~ 


The two awards for reporting, are for a series 
of articles on the Lu-Re-Co system of residential 
get editorial support for its moder- house construction, the lumber dealer's answer to 
ation ads. Rep. Siler told the House the increasing competition or prefabricated house 
the article not only sets forth the factories. te 
advertising policy of the distillers 
“but also their apparent attempt 
to influence the editorial policy as 
well as the news columns of the 
press.” 

He also submitted a clipping 
from The Christian Century, May 
25, containing excerpts fyom a 
speech by ABC President Robert 
Kintner before the U. S. Brewers 
Foundation, in which he said, “I 
would not have accepted your in- 
vitation if ABC were not a willing 
servant of the beer industry...” 

No hearings are scheduled at 
this time on liquor advertising leg- 
islation. 


BofA Sends New Sales Pitch 

A sales presentation, “The 
Cracker Barrel Days of Salesman- 
ship Are Over,” has been sent to 
member newspapers by the Bureau 
of Advertising, American Newspa- 
per Publishers Assn. Designed for 
showing to local property insur- 
ance agents, the presentation says 
that newspaper advertising is a 
“sure” way of meeting competition 
from the direct-writing companies. 


Ace, June 6, telling how Seagram 
asked newspaper representatives to 


FOR GCUTSTANDING JOURNALICONM 


industry service program 


helps lumber dealers sell more 


During the past three years AMERICAN LUM- 
BERMAN has developed an industry service pro- 


industry’s first point of contact with the end con- 
sumer.” 


gram designed to help lumber dealers sell more More and more dealers are embracing this program 


building materials, at a higher profit. due to a steady decline in their net profit ratios, 


The basic concept of this program is “dealer control despite ever increasing sales volume. 


of the sale, through becoming the building material The program consists of practical management and 


merchandising tools, developed by the editors of 
AMERICAN LUMBERMAN, which dealers can di- 


Attleck to Hilton & Riggio ‘@: rectly apply in the day to day operation of their 
Vivian B. Affleck, formerly with ° Nae Lesat 
Picard, Marvin & Redfield, will Cues usinesses. 
oin Hilton & Riggio, New York, as ss es 
= account cane Dy FARDY These tools range from advertising mats to compen- 
woe satory pricing instruction booklets, from store ban- 


Vance 
PUBLICATION 


to reach lumber and bualding material dealers 


LVEWIRE 


TRADE MARK 


AMERICAN 


& Building Products Merchandiser 


1 BB tani Twentieth Floor, 139 North Clark Street, Chicago 2, Illinois 


Dealers will have your product 
story handy for their all year 
reference—if it's in our 

- ie annual DEALER PRODUCTS FILE 
issue. Write for full details. 


) AT stays UP 


PETE SALVAGE 
ADVERTISING 
bu 1.5907 2873 N. LINCOLN AVE. CHICAGO 13, ILL 
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Bernardo to Morey, Humm 
Bernardo Sandals, Inc., New 


|has been appointed to the new 
| position of director of promotion 
York, has appointed Morey, Humm | £°r the Douglas Fir Plywood Assn., 
& Johnstone, New York, to handle png ettective July 1. At ce 
its first national advertising and_| enor ti he the rye ben epuit 
a campaign. Faith Green, aoe ery Me a 
ormerly with Vogue, has joined|—....*.: ; _ 
the agency as an assistant account reaps hy ~ ee ha yg- pet 
executive. - : 

director. Mr. Ritchie formerly was 
director of allied products for the 
association, and Mr. Sias has been 
in the publicity department for 
four years. 


Douglas Fir Assn. Appoints 
James F, Fowler, managing di- 
rector of the Fir Door Institute, 


Armour Launches ‘Name the (in Dog World, Family Circle, 
Puppy’ Contest for Dash | Popular Dogs and Woman’s Day, 

ds in 115 newspapers June |@S well as in newspapers. Commer- 
19 will open the consumer section | cials the week of June 13 on “The 
of a contest run by Armour &|Second Mrs. Burton” also will 
Co.; Chicago, to spark sales of|carry the contest. Preparation for 
Dash dog food. Two yachts, plus|the competition was started by 
$65,000 worth of prizes, will be|Henri, Hurst & MacDonald, Inc., 
awarded to the winners who name|Chicago, before the company 
the Armour ‘dash-hounds.’ In 
addition, $5,000 in cash prizes)W. Ayer & Son, Chicago. (AA, 
will be awarded to dealers for|April 11). Henri, Hurst will con- 
outstanding displays. tinue to work with Armour on 

The contest is being advertised! this campaign. 


switched the Dash account to N.| 


29 


| Biow-Beirn-Toigo Appoints 
Felix Sutton Copy Group Head 


Felix M. Sutton has been ap- 
pointed copy group head at Biow- 
Beirn-Toigo after a three-month 
stint as copy chief at William H. 
Weintraub & Co. 
Mr. Sutton joined 
Weintraub in 
March after 
leaving Platt, 
Zachary & Sut- 
ton, where he had 
been a partner, 


i 
| 
| 
| 


a CG ICARN 
UMBERMAN 


building materials 


ners and display materials to four day merchandis- 
ing clinics, from point of sale display fixtures to 
dealer consumer direct mail material. 


AMERICAN LUMBERMAN is the only source, to 
date, dealers have had for these vital industry serv- 
ices. Which is one reason why 1,084 proven mer- 
chandising building material dealers, who re- 
sponded to a recent nation-wide survey, voted it 


their preferred business publication*. 


Little wonder, too, AMERICAN LUMBERMAN 
has the highest circulation in its field: 27,767 aver- 
age total paid circulation. 


(*) Copies of this new study now available. 


Through their use of the special AMERICAN LUMBER- 
MAN dealer tools illustrated below, several thou- 
sand retailers sell an increased volume of building 
materials, at a higher profit. 


More than 1,300 of the nation's leading building material dealers have 
attended the 44 state and regional management and merchandising 
clinics, designed and conducted by Art Hood, the Editor of AMERICAN 
LUMBERMAN, during the past two years. 


 eeerener 


Financial Advisory Service. Hundreds of dealers have taken advantage of 
this unique AMERICAN LUMBERMAN confidential service, that will analyze 
a profit and loss statement against favorable industry averages, without 
cost to the dealer, 


In the last 18 months, dealers have bought more than $26,000 worth of 


advertising mats from AMERICAN LUMBERMAN's ADservice—an effective, 
low-cost newspaper advertising copy service designed exclusively for build- 
ing material dealers. 


Financial 6-5380 Other Offices: ATLANTA, CLEVELAND, NEW YORK and the WEST COAST 


v.p. and creative 
director. He for- 
merly was with 
Kenyon & Eck- 
hardt, Erwin, 
Wasey & Co. and 
Kastor, Farrell, Chesley & Clifford. 

When Mr. Sutton came to Wein- 
traub, Selchow & Righter Co., 
New York games manufacturer, 
moved its account from Platt, 
will remain at Weintraub. 


Felix M. Sutton 


You Get Far More 
Than Metropolitan 


DECATUR, Illinois 
When You Buy... 


THE 


HERALD 


AND 


REVIEW 


100%" fami, 


DECATUR METROPOLITAN AREA 


@ Population: 108,800 

@ Retail Sales: $140,338,000 
@ Food Sales: $ 30,397,000 
@ Auto Sales: $ 30,155,000 


62.195" fai 


coverage 
DECATUR OFFICIAL 

RAND McNALLY 10-COUNTY 
TRADING AREA 


In 1954, Rand McNally re-evaluated 
the Decatur Trading Area, raising it 


from a six-county to a ten-county 
market. 


@ Population: 284,600 
@ Retail Sales: $308,747,000 
@ Food Sales: $ 65,092,000 
@ Auto Sales: $ 71,265,000 
49.9," tnt 
e"F/0 coverage 


TOTAL HERALD AND REVIEW 
15-COUNTY MARKET 


@ Population: 408,300 
@ Retail Sales: 4,980,000 
@ Food Sales: 93,008,000 
@ Auto Sales: 99,801,000 
*S.M. Annual , 1955 
ABC Sept. 30, 1 


Write for “The Decatur Story”. 
See the spectacular expansion of 
The Boom City of Illinois 


DECATUR 


Herald ana Review 


A Lindsay - Schaub Newspaper 


a 
Member Illinois Color Comic Group 
Jann & Kelley, Inc. Nat'l. Reps. 
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Ny hit Falko LE 6% GT ES Eee 


coe Television is the theater of the home. As such, it has created 
= | : a widespread demand for a program publication that 


= | will adequately serve millions of home television viewers. 


ai HERE ARE THE PROGRAM LISTINGS THAT ARE USED 


re la 

an 

Dis , 

r. Complete, detailed, accurate, local 
programming ...as only a highly 

) specialized team can provide. 

V Home television viewers, just like regular , 
theater goers, want pertinent program data 

REA in detail—synopsis, cast, photos and production details. 7 

7000 

an TV GUIDE fulfills this demand as no other medium does, because 

ep TV GUIDE’s main purpose is to serve the television audience. ; 

Y ; 

That’s why TV GUIDE devotes more space to program listings : 


than any other publication, utilizing a staff of highly trained 


TV programming specialists and its own teletype service. 


Today, 32 editions detail programs for 235 TV stations in 113 markets. 
TV GUIDE is in use in 3,000,000 homes, on the job all day long, 
seven days a week. And the demand for TV GUIDE is still growing. 


Are you trying to increase demand for your product or service? 
Advertise it in TV GUIDE... America’s largest selling weekly 
magazine in Supermarkets and Drug Stores. 
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DECEMBER 23 


“A CHRISTMAS CAROL” 
by Charles Dickens 


Musical Score by Bernard Herrmann 


a | SPECIAL | | COLOR | 
moted American pla 


ogy 
town classi 
most widely read and dramati 
a Christmas season was written 
% 1843. Fredric March and Basil 


IN 3,000,000 HOMES |= |, 


: Fredric March 

on Marley's en psivmndilabiies Basil Rathbone 
Scrooge’'s nephew 

Spirit of Christmas Present Ray Middletoa 

Cratchic (Scrooge's Bob Sweeney 


Tiay Ti (Cratchit’ .: NChci 
7: Siding Quote 


PePPee rer i rit ttt ieri er) 


Craig 
Batinds (Cratchit's Sonar? ~ a Sidon 
Peter (Cratchit's son).. ...Pever Miles 
Scrooge's 


and town crier: 


® Shop, Look, Cook-® 

Bits from Bean: To reheat mummn 
place in brown paper bag, eo 
and heat in moderate oven. 
1:45 © Ted Stracted 


anki 


1:15 © [@ All-Star Baseball Game 

The 21st game in the series to 

raise funds for the Players’ Pension Fund. 

Place: Municipal Stadium, Cleveland, seat- 

ing capacity 73,811. Sportscasters: Mel 

Aller of New York, Gene Kelly of Phila. 

“anes Aewedelphia.. Facts and figures: Americar 


i 
;: 
4 
3 


oad portly gentieman: Tony ‘Penningtoa. Two 
small children: Bonnie and Judy Franklia. Mr. 


MARCH 30 oon et bs nae 


@) MOVIE—Drama tute gangster in order to get a lead on a 


“Humphrey Takes a Chance.” (1950) The counterfeiting racket. Walter Greaza, ft Sam persion es 4 
a heavyweight champion of the world, Joe Charles Bronson, Lewis Charles. (Film) que nae Rhys Willi vs 
A Palooka, becomes involved in town poli- | 10:00 @} (@) BOXING—San Fran. sciniels titel pe ri Royle ; 
‘ ties. Joe Kirkwood, Jr., Leon Errol! Willie Pep, Hartford, Conn. vs. Gil Co- Bar oe 
P SPOTLIGHT ON HARLEM dilli, Los Angeles, featherweights, 10 ie eriginally vihadehiil “ piveer® 
5 League leads in the series 12 games to 8 9:30 @& I'VE COTA SiCREE Paget eae agree sony Oat jor patiponed bese a 
i: Last year, the Nationals defeated the ju WHO SAID THAT?—Pane!l TV GUIDE es ead not obtain a print of the film 

% ior circuit 5-1 in Cincinnati. This year’ Tonight's panelists: actress Peggy Ann Rating Bouts WL OD KO’ b go on the air with if, 
Bei managers are Casey Stengel of the N Garner, sociclite sportsman Alfred Pep Unrid 196 189 6 1 pg OVIE—Drama 
York Yankees and Welter Alston of Gwynne Vanderbilt and regulars Bob Codilfi Und 28 23 3 2 8 f the Yukon.” Story of a wom 

Brooklyn Dodgers. Considine and June Lockhart. John Daly. Pep, one of the greatest of modern box- uns a saloon and her maneger 

Leaders in the Closing Hours ® MY LITTLE MARGIE ers and former featherweight champ, is love with her. trene Rich. 
of the Poll: See 8:30 P.M. (4) for details. on the comeback trail. He has won four 

a American League: 158, Rosen @ T-MEN IN ACTION straight. He knows every trick in the ring 
s Indians; Fain, White Sox. 28, Avila “The Case of the Deadly Dilemma.” A and has overwhelming experience and 
x indians; Fox, White Sox. 38, Boone U.S. agent disguises himself as a desti- craftiness in this test against his young 
Me Tigers; Kell, White Sox. SS, Carre 


quel, White Sox; Kuvenn, Tigers. LF 
Minoso, White Sox; Williams, 
Sox. CF, Mantle, Yankees; Tuttle 
Tigers. RF, Plersall, Red Sox; Baver 
Yankees. C, Berra, Yankees; Hegan 
Indians. 

National League: 18, Kluszew 
ski, Reds; Hodges, Dodgers. 28 
Hamner, Phillies; Schoendienst 
Cards. 38, Jackson, Cubs; Jablonski 
Cards. $S, Dark, Giants; Reese, Dodg 
ers. UF, Kiner, Cubs; Robinson 
Dodgers. CF, Snider, Dodgers; Mays 


10:30 @3 (8) ACADEMY AWARDS 


The 27th annual awards of the Academy of Motion 
Picture Arts and Sciences from the Pantages Theater in Hollywood 
and from the Century Theater in New York. Bob Hope will be the 
Hollywood master of ceremonies. Time: About 2 hours. — 


PROGRAM 
Best Actor Award: Audrey Hepburn to present “Oscar” to winner 
chosen among: Humphrey Bogart, Marlon Brando, Bing Crosby, Dan 
O’Herlihy, James Mason. 
Best Actress Award: William Holden to present “Oscar” to winner 


Gients. RF, Musial, Cards; Saver chosen among: Dorothy Dandridge, Judy Garland, Audrey Hepburn, 
Cubs. C, Campanella, Dodgers Grace Kelly, Jane Wyman. 
Burgess, Phillies. Best Supporting Actor: Donna Reed to present “Oscar” to winner 


1:25 © News—Harry Hennessey 
1:30 @ Welcome Travelers 
© News—Cameron Cornell 
@ Maggi McNellis—interview 
© Homemaking—Jean Phair 


chosen among: lee J. Cobb, Kari Malden, Edmond O'Brien, Rod 

Steiger, Tom Tully. 

Best Supporting Actress: Frank Sinatra to present “Oscar” to 

winner chosen among: Nina Foch, Katy Jurado, Eva Marie Saint, Jan 

Sterling, Claire Trevor. 

Best Picture: Five films nominated ore illustrated at right. 

Songs: Five songs nominated for “Oscar” will be sung by well- 

known vocalists. They include: “Count Your Blessings,” “The High 

and the Mighty,” “Hold My Hand,” “The Man Who Got Away,” and 

“Three Coins in the Fountain.” 

| ee , ' Film Clips: Scenes from a number of outstanding pictures of 1954 

| will be shown. 

\ Other Awards: Nominées to present 19 other awards. Honorary 

i awards to be mode by Charles Brackett, Academy president. 

eke ca : Credits: Executive producer, Jean Negulesco; musical director, 
ce David Rose; New York producer, Hudson Faussett. 
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Weather Makes It Hot 
for Air Cooler Makers 


(Continued from Page 3) 
Production estimates for 1954 
run up to 1,250,000. With 1953 
overstock, totals at the beginning 
of the '54 season were about 1,- 
800,000. Production for this year 
is estimated at between 1,250,000 
and 1,500,000. The 1954 overstock 
is said to have been disposed of. 
Another factor that contributed 
to last year’s panic was the return 
of more than 100,000 units from 
homes without sufficient wiring to 
support the additional load. 


® Dealers did a poor job of tell- 
ing the public about the wiring 
problem. Meanwhile, however, 
about 30 utilities have stepped in 
and are offering extended credit 
for additional wiring installations. 
Dealers are being urged to hold up 


yes ee 
_ 


: 


Frieidat 
Room Conditioners are 


TRADE AD—Hotels and institutions 

represent a large market for room 

coolers. Here is a Frigidaire ad 

which ran in Hotel Monthly and 
Hotel Management. 


their end by telling the wiring 
story. 


SALES UP IN FIRST QUARTER 
OF 1955 

If sales of the first quarter of 
this year are any indication of this 
year’s volume, it should be a good 
year. During this period, which is 
generally the worst for air condi- 
tioners, sales were up 30%, and 
wholesale and factory inventories 
were down 12%, according to the 
most reliable source of air condi- 
tioning information, the Air Con- 
ditioning and Refrigeration Insti- 
tute, Washington, D. C. 

Many industry spokesmen say, 
however, that these figures indi- 
cate nothing except price cuts. 
Prices last fall and in the first 
three months of 1955 were down 
to almost half the original levels. 


® The price situation is something 
industry representatives avoid dis- 
cussing on the record. Some are 
hopeful that the off-season cuts 
will not have undercut prices of 
new units. 

Others say prices are already 
beginning to stabilize so that when 
the season is under way dealers 
will be able to maintain list levels. 

But one spokesman points out 
that there is no realistic list price 
for a room air conditioner. About 
90% of the dealers, he said, sell 
at below list even at the peak of 
the season. 


ADVERTISING THEMES 
CHANGE 

After battling last year’s back- 
log problem and its price wars, 
manufacturers have been reeval- 
uating their advertising. The result 
is that the bulk of advertising is 
going into dealer co-op ads in 
newspapers. 

Advertising is being concentrat- 


ed in May, June and July. There 
is some advertising in the national 
magazines, but less than last year. 

Also changed are major themes. 
For one thing, manufacturers want 
to steer the public away from look- 
ing at room coolers as “oversized 
fans.” They are hoping to broaden 
the appeal. 

Health is one major theme. Phil- 
co, for instance, is pushing its “ac- 
tivated charcoal filter—the filter 
with the same ingredient used in 
gas masks to purify the air.” 


® One Philco headline reads, 
“How can we protect our children 
from lung-damaging fumes, dust 
and smog?” Another reads, “This 
is your heart; how hard does it 
work when the temperature goes 
to 95°?” 


® General Electric is playing up 
comfort, of a sort. Ads feature two 
scenes, one showing a heat-frus- 
trated would-be sleeper. The other 
shows an expressionless person 
deep in sleep. All with the flick of 
a switch. The headline: “Why 
Swelter?” 


® Carrier Corp. also is using a 
“more sleep” theme in some of its 
ads. The majority are class- 
pitched. York too is using prima- 
rily class themes in its national 
advertising. 


® International Harvester claims 
“no-draft cooling,” which never 
“blows at the back of your neck,” 
for its room cooler. 


ARI SETS UP STANDARDS 
With the recent price wars went 
a huge variety of bait advertising. 


_|There also has been considerable 


confusion about cooling capacity, 
the meaning of “ton” as used to 
define room units and the way the 
coolers work. 

To alleviate the confusion and 
deceptive practices, the Air-Con- 
ditioning and Refrigeration Insti- 
tute has been meeting with the Na- 
tional Better Business Bureau and 
with manufacturers, to set up a 
program of standards for adver- 
tising and selling. 

A 16-point program was re- 
leased last month by ARI. To 
eliminate public misunderstand- 
ings about cooling capacity, the 
program requires that advertising 
carry a complete description of 
each model, wtih specifications 
given according to ARI standards. 


® Cooling capacity, ARI states, 
should be expressed in terms of 
the Btu-per-hour capacity. (This 
provision is not expected to be ef- 
fective until 1956.) 

On eliminating fraudulent prac- 
tices, the program requires that 
(1) advertising avoid offering out- 
of-stock models, (2) illustrations 
conform to actual models, (3) ad- 
vertised prices include only what 
is actually available, (4) advertis- 
ing tell the complete wiring story, 
(5) advertised guarantees be 
backed up. 

It further stipulates that (6) ad- 
vertisers refrain from disparaging 
their competitors, (7) price adver- 
tising be kept truthful, (8) used 
or rebuilt models be advertised as 
such, (9) discontinued models be 
advertised as such and (10) all de- 
ceptive offers, fictitous list prices, 
misleading “free” offers and other 
bait advertising be abandoned. 


ROOM COOLER MARKET 
BARELY TOUCHED 

Industry spokesmen generally 
agree that the potential market for 
room coolers is almost unlimited. 
Apartments and homes with heat- 
ing systems to which central cool- 
ing is not easily adaptable repre- 
sent an enormous market. 

But there is also agreement that 
the long-range future of air condi- 


tioning is in residential cooling. 

One strong indication is the 
number of manufacturers moving 
into residential cooling. Last year 
there were 56 brands of residential 
air conditioners and 71 brands of 
room coolers. 

This year these figures reversed, 
with 71 residential brands and 56 
room cooler brands. 


® Another indication is that many 
manufacturers are now advertis- 
ing room coolers as an introduction 
to residential systems. 

“When they discover the advan- 
tages of cooling and disadvantages 
of having only part of the house 
cooled, they will consider central 
cooling,” one enthusiast said. 

Carrier Corp. is offering to re- 
fund the full price of a room cool- 
er in a trade-in for a residential 
system. Other manufacturers are 
making similar offers. 

Westinghouse and Mitchell are 
offering home cooling systems at 
around $1,000. O. A. Sutton and 
General Air Conditioning are of- 
fering units as low as $600. 

ARI estimates that there are 
about 14,000,000 homes which can 
now be considered hot prospects 
for central systems. This year 
alone, in addition, there will be 
more than 1,000,000 housing starts. 
In these, air conditioning men 
point out, air conditioning can be 


OM WHAT A HORRIBLE MORNING ! 
RS ae ee es a ae 


Sete weer FE D DER S «21% mn! 

: le a 
=e. at : 
: PHONE OF-G000 : wc a fh to pay el 


DEALER'S NAME 


By. Bel Rere et ee et CRE 


een f a a ot PR UR ee SS 
Ly BS, SRG ReS ae ar ee ie 


. eS PF Peay & 


ce 


; Chrysler Corp., 


co-op AD—The bulk of room cooler 
advertising this year in going into 
dealer co-op ads. This is a dealer 
imprint ad for Fedders-Quigan. 


added to the cost of the house. 


= The trend to central cooling is 
refiected in a study made recently 
in Houston, reportedly the coun- 
try’s most air-conditioned city, by 
Keeney Publishing Co. 

Keeney believes that, although 
Houston is warmer and more hu- 
mid than most American cities, the 
patterns set there will be followed 
approximately in other cities. 

Here’s how air conditioning 
looks in Houston: 

1. Central air conditioning is 
going into more lower-priced 
homes than ever before. Last year, 
the average $20,000 to $25,000 home 
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was automatically air conditioned. | 
This year, the range has dropped| 
to $12,000 to $15,000 homes. One 
builder, Keeney’s editorial direc-/ 
tor, E. W. Burnam, reports, is| 
having trouble selling a group of | 
$15,000 homes because he didn’t 
air condition them. 

2. Central cooling systems are 
now being installed in many homes 
built before home air conditioning 
became popular. These homes now 
have more than one room unit 
apiece. 

3. The electric utility in Houston 
reported that, of all the homes it 
serves, 27% have some form of 
air conditioning. 

4. The number of room coolers 
installed has gone up from 566 in 
1946 to 48,188 in 1954. Residential 
cooling has gone from 35 in 1946 
to 1,213 in 1954. 


There is an average of 1.9 room| ™@ 
units per air-conditioned home in|” 


Houston. This means that there are 
about 2,530 room-cooled homes 
compared to 1,213 centrally-cooled. 
(The estimated population of Hous- | 
ton as of Jan, 1, 1955, is 708,100.) 


WHAT MAJOR COMPANIES 
ARE DOING 

There seems to be one consistent 
pattern of advertising emerging 
from last year’s experience: Almost 
every manufacturer is putting 
most of his effort into local selling 
with dealer or distributor co-op 
advertising. 

Most companies do not release 
figures for production or adver- 
tising, but the trend seems to be 
one of keeping pretty close to last 
year’s spending. 

Airtemp—Airtemp division, 
Dayton, is con- 
centrating on providing dealers 


\and distributors with effective ad- 


vertising materials. A _ series of 
movie trailers and tv commercial 
films is being distributed with 
newspaper ad mats. Airtemp’s em- 
phasis in national advertising has 


=== |been on residential cooling, with 
» jads in House & Garden, House 
== | Beautiful and other shelter maga- 


zines. 


® An eight-page editorial-style ad 
ran in Coronet early this spring 


and now is being used as a mer- 
chandising piece. The company is 


putting most of its effort behind | 
its casement window unit, empha- 


sizing simplicity of installation plus 
comfort. Grant Advertising is the 
agency. 

Carrier—Carrier Corp., Syracuse, 
N. Y., likewise is placing its major 
emphasis on local selling. Special 
dealer training courses are being 
carried on, with distributors’ co- 
operation, to give dealers more 
know-how in selling, promotion 
and service. Materials for local 
tv, radio and newspaper advertis- 
ing is supplied and expenses are 
shared. 

To back up local selling, Carrier 
has been using The New Yorker, 
The Saturday Evening Post and 
Time, in addition to Air Condition- 
ing & Refrigeration News, Com- 
mercial Refrigeration & Air Con- 
ditioning and Retailing Daily. N. 


How ran we protect our childrcn from 


Lang-Damaging Fumes Dust and Smog? 


cas Bea Aa 5 


Advertising Age, June 20, 1955 


COOL sTuFF—Air conditioning has 

cheesecake too, as shown in this 

shot of model Gwen Manning. 

She’s handling some “hot stuff” 

from the baking ovens of Fresh’nd- 

Aire Co.’s appliance plant, Grays- 
lake, Ill. 


W. Ayer & Son, Philadelphia, is the 
agency. 

Deepfreeze—Deepfreeze Appli- 
ance division, Motor Products 
Corp, North Chicago, is putting 
most of its advertising emphasis on 
its electrostatic filter, which it 
Says is the only washable filter. 
All of its ad budget is being spent 
in dealer-coop ads in June and 
July. Brooke, Smith, French & 
Dorrance, Detroit, is the agency. 

Fedders—Fedders-Quigan Corp., 
Buffalo, is expanding on all sides. 
Its ads in seven magazines are 
being backed up with space in 
newspapers, plus outdoor adver- 
tising through June. 

One big change in the company’s 
advertising was a switch from tv to 
magazines this year. The budget 
has been somewhat increased, and 
prices have been reduced about 
20%. Several trade publications 
also are carrying ads, and the com- 
pany is using some co-op advertis- 
ing. 

Several themes ere being used by 
Fedders this year, the emphasis 
on brand name and exclusive fea- 
tures being most important. A new 
color combination is offered this 
year. The magazine schedule con- 
sists of American Home, Better 
Homes & Gardens, Ebony, Life, 
National Geographic, Newsweek, 
The Saturday Evening Post and 
Time. Batten, Barton, Durstine & 
Osborn, Buffalo, is the agency. 

Fresh’nd-Aire—This division of 
Cory Corp., Chicago, is also using 
heavier local advertising. To help 
dealers along, the company is of- 

(Continued on Page 34) 


PROVED IN SUN-BAKED BAGHDAD! 


me 


RCA Air Conditioner & 
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CONSUMER ADS—These ads, running in Life, Saturday 
Evening Post and Time, illustrate the range of copy 
themes used this year in room cooler consumer ad- 
vertising. Health and comfort appeals are used in 


the first and third ads by GE and Philco. For the 


mechanically-minded, Mitchell, second from left, 
plays up its, “354,708 Cooling Units per hour.” Pres- 
tige-seekers will like the RCA ad showing scenes 
from Bagdad and a headline, “Proved in Sun-Baked 
Bagdad.” 
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Farm Journal and Town Journal Acquire 
Country Gentleman-—Open Broad Dual 
Highway to Rich Countryside Market-— 


Farm and Town. 


OF IMMEDIATE INTEREST 
TO ALL MEDIA PEOPLE! 


The current U. S. subscription circulation of the 
CouNnTRY GENTLEMAN is approximately 2,420,000. Of 
these, we estimate that 1,300,000 duplicate with Farm 
JOURNAL, 300,000 with Town JOURNAL. 


Our object will be to divide these 2,420,000 sub- 
scribing families into two groups—those who take an 
active interest in farming and those who do not. 


We will begin by splitting the subscription list 
into two parts—the 1,250,000 R.F.D. subscribers and 
the 1,170,000 non-R.F.D. subscribers. 


Of the 1,250,000 R.F.D. subscribers, we estimate 
that 700,000 already subscribe to FARM JOURNAL. This 
is now being determined. Duplicate FARM JOURNAL 
subscriptions will be extended. The remainder—550,000 
—will become new subscribers of FARM JOURNAL. 


We are writing to the 1,170,000 non-R.F.D. sub- 
scribers offering FARM JOURNAL to those who have a real 
farm interest, TOWN JOURNAL to those who do not. 


It is anticipated that FarM JOURNAL’s circulation 
will be increased from this group by perhaps 100,000 and 
Town JOURNAL’s circulation by from 500,000 to 600,000. 
The remainder will be largely accounted for by exten- 
sions of duplicating subscriptions. 


With all Country GENTLEMAN subscribers, as 


with our own, our policy of satisfaction or money back 
will apply. 


We are confident that FARM JOURNAL’s net paid, 
unduplicated circulation will rise from the present 
2,870,000 to more than 3,500,000 with the September 
issue—TOWN JOURNAL from the present 1,650,000 to 
more than 1,900,000 and continuing to grow to more 
than 2,000,000 by mid-fall. 


Current, low, FARM JOURNAL, TOWN JOURNAL 
and COUNTRYSIDE UNIT rates now in effect will apply 
through the January 1956 issues. 


New guarantees and new rates effective with the 
February 1956 issues will be published shortly. 


BUY OF A LIFETIME! 


Beginning with the September issues and continuing for 
five big months, throughout the very height of the selling 
season — 


Pay the current FARM JOURNAL rates based on 
2,850,000 circulation—enjoy the power of two great 
names and more than 3,500,000 circulation—a bonus 
of more than half a million per issue! 


Pay the current TowN JOURNAL rates based on 
1,600,000 circulation—feel the impact on 2,000,000 
or more busy buying families in the very heart of 
the big U. S. family market. 


Save more, sell more—buy the CoUNTRYsIDE UNiIT— 
(FARM JOURNAL-COUNTRY GENTLEMAN and Town 
JOURNAL). Current rates based on 4,450,000—actual 
circulation nearer 6,000,000! 


e Now it will cost less to reach and sell the big and 
growing U.S. farm market. 


e Now it will be easier and cheaper to reach deeply 
and effectively into the hearts and minds of millions 
of hometown families all over America. 


e Both readers and advertisers will get more for their 
money—much more. 


Twenty years ago, FARM JOURNAL introduced a new kind of farm magazine to meet 
the needs of a new kind of farm market. FARM JOURNAL did not wait for the new era. 
It led the way, helped mightily to make it possible and became the recognized leader 
in a highly competitive field—first with readers by hundreds of thousands, first with 
advertisers by millions of dollars. 


Of the more than sixty million people who live beyond the metropolitan 
centers—in Countryside America—two thirds do not live on farms. Although a great 
many of these people do have a business interest in farming, many, many do not. 
Nevertheless, thousands upon thousands of them read farm magazines regularly. 


To us, this meant just one thing. Farm magazines are family magazines. 
Here, in the very center of the great U. S. family market, was an enormous, ready- 
made opportunity for a non-farm, family magazine. We produced TOowN JOURNAL 
to meet this need. 


It was the warm reception given TOWN JOURNAL by countryside families 
and the ever-widening appreciation of its power and place by advertisers which led 
us to purchase the CoUNTRY GENTLEMAN and extend this concept of the right 
magazine to the right people in the countryside market. 


CouNTRY GENTLEMAN is a distinguished magazine with a fine audience 
divided nearly equally among families living in towns and families living on farms. 


It is our purpose to give both divisions of this audience the magazine which 
will best serve the needs and interests of the readers. 


To farm families we will deliver an even greater FARM JOURNAL-COUNTRY 
GENTLEMAN. 


To non-farm families, we will deliver a bigger, richer and more helpful 
family magazine, TOWN JOURNAL. 


And to advertisers everywhere, we will deliver unprecedented coverage of 
top quality, undiluted circulation—farm and/or town—at a notable savings in cost, 
now and in the future. 


FARM JOURNAL, Inc. 


Publishers of Farm Journal and Town Journal 


Washington Square, Philadelphia 5, Pa. 


Graham Patterson, Publisher Richard J. Babcock, President 
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Air Cooler Makers 
Wait Impatiently 
for Hot Weather 


(Continued from Page 32) 


fering distributors ordering a dozen 
or more units a $15 cooperative 
advertising certificate for each de- 
luxe or custom model. The certif- 
icates are good for up to 50% 
of the cost of any co-op ad which 
features the 1955 models. A pre- 
season campaign in Electrical Mer- 


SALESMAN 


ANXIOUS TO INCREASE 
EARNING CAPACITY 


through selling a COMPLETE SERVICE for 
old established concern in Chicago— 
Ad-Setting, Engraving, Printing and Art 
Work — ALL under one ROOF. Ideal setup 
for agency man or someone with proven 
sales record. A wonderful opportunity to 
increase earning power. Give full details. 


FAITHORN CORPORATION 
320 N. Dearborn St., Chicago 10 


— 


chandising and Retailing Daily 
carried the offer. 

Fresh’nd-Aire already is antici- 
pating a parts shortage. It is pro- 
‘ducing, for its own distributors, 
about the same number of units it 
made last year and expects to ex- 
ceed last year’s sales. 
| It also is producing units for a 
large chain of auto stores, a major 
mail order organization and a 
refrigeration equipment manufac- 
turer. The major emphasis of 
Fresh’nd-Aire advertising this year 
will be on push-button ease of 
operations and the flexibility of 
mounting. Herbert Baker Adver- 
tising, Chicago, is the agency. 


Frigidaire—The twin cooling 
system is getting the biggest em- 
phasis by Frigidaire division, Gen- 
eral Motors, Dayton. The division 
is spending about the same amount 
for advertising as last year—chief- 
ly in 800 to 1,500-line ads in major 
newspapers. Ads have been filed 
with the newspapers in cities 
which have shown good room unit 
potential. 

They will be placed on a tem- 


perature basis, running when the| 
temperature goes beyond the op- 
timum in their cities. Dealers and 
distributors may tie in with these 
ads or may use their allowances 
for their own advertising. 
Frigidaire has just developed 
central cooling units and is push- 
ing sales here too. Foote, Cone & 
Belding, Chicago, is the agency. 


International Harvester—This 
company says it expects to sell 
about 50% more room units than 
last year. A parts shortage also is 
anticipated at Harvester. | 

The company is devoting part of 
its sales effort to promoting the 
decorator aspect of the room units. 
Four fabrics, which can be re- 
placed with fabrics to match room 
accessories, are used to cover the 
units. But the major emphasis is 
being put on the no-draft cooling. 

Four magazines and one tv show 
—“The Halls of Ivy’—will carry 
Harvester ads. The magazines are 
Life, Look, The Saturday Evening 
Post and Family Weekly. The ad 
budget for 55 has been increased 
100% over ’54. Leo Burnett & Co., 
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Advertising Age, June 20, 1955 
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(BLINTZES 


- CLIKE CREPES SHEETIOR.. 2 


DELICIOUS MEAL | 
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O LA LA—Blintzes like crepes suzettes, that’s what this outdoor sign 
for Milady’s Blintzes is offering. The campaign will run in the New 
York area through September. 


Chicago, is the agency. 
Kelvinator—American Motors 
Corp., Detroit, makers of Kelvina- 
tor room units, is spending all its 
money on the local level. The 
money, the company says, is at the 
disposal of the distributors. The 
major copy theme is the “furni- 
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tacted by you during — 
current Geritol cam- — 


preciate the fine at- 

tention given 

our requests.” 
Edward Kletter 

Associates New York 


do Newspaper. 
Mail from Advertisers? 


s get Fan 


eee i 


half of El Producto” 


alge, » . 5 wees | SURE « cpeee direst 


mail suggestion is one : 
outstanding ideas — 


Wm. H. Weintraub 
& Co. New York 


API—and each member newspaper—work hand in hand to 
complete the cycle of advertising, merchandising and sell- 
ing. Our files bulge with letters like these, acknowledging 
the enthusiastic support cheerfully provided by our news- 
papers to advertisers who include us in their media 


selection and plans. 


For full information about the effective service “‘above 
and beyond the call of duty” rendered by API newspapers 
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most helpful in 
making our aor 


NEGRO NEWSPAPERS 
DO! 


thorough job .. . the 
most enthusiastic 
the excel- 


cs Bee Nut Packing Co. 


New York 


operation 
S.S.S. . 
merchandising and- 
promotional — E okedalle 


—as well as proof that Negro Newspapers can best help 


you sell urban Negro families—please get in touch with 


us. We’re always positive in our approach to merchandis- ae has or baz. 
ing advertising campaigns directed to our market. 


ASSOCIATED PUBLISHERS, Inc. 


31 West bees New York 36, N. Y. q) 166 W. Washington St., Chicago 2, Ill. 


dson 2-1177 


ANdover 3-6343 


Pacific Coast Representatives: 


ROBERT 


C. WHALEY COMPANY 


655 New Montgomery St., San Francisco 5, Calif. 


SUtter 1-6072 


6513 Hollywood Blvd., Los Angeles, Calif. 


USE THESE INFLUENTIAL NEWSPAPERS TO SELL 
NEGRO FAMILIES ON THEIR OWN HOME GROUND. 


BASIC MEDIA 


BALTIMORE 
AFRO-AMERICAN 


CHICAGO 
DEFENDER 


CLEVELAND 
CALL AND POST 


COLUMBUS 
OHIO SENTINEL 


DALLAS 
EXPRESS 


DETROIT 
MICHIGAN CHRONICLE 


FORT WORTH 
THE MIND 


HOUSTON 
INFORMER 


MORE NATIONAL ADVERTISERS USE NEGRO NEWSPAPERS THAN ANY OTHER MEDIUM DIRECTED TO THE NEGRO FAMILY 


HOllywood 3-7157 


a & Burton, | 


thanks for the mer- 


This pny a 
is most appreciated 


KANSAS CITY RICHMOND 
THE CALL AFRO-AMERICAN 
LOS ANGELES SAVANNAH 
THE CALIFORNIA EAGLE TRIBUNE 
LOUISVILLE 
ST. LOUIS 
— oa 
TRI-STATE-DEFENDER — Cpe og 
MINNEAPOLIS ‘ 
SPOKESMAN ST. PAUL 
NEWARK, N. J. RECORDER port of LUCKY 
AFRO-AMERICAN TAMPA STRIKE campaign 
a. ORLEANS FLORIDA SENTINEL Mea 
IANA WEEKL vert 
moana WASHINGTON . roc —_ 
JOURNAL AND GUIDE AFRO-AMERICAN 
PHILADELPHIA NATIONAL 
AFRO-AMERICAN AFRO-AMERICAN Co. New York 
THE TRIBUNE CHICAGO DEFENDER 


Tonic. The 1 


chandising coopera- 
tion on ‘our ‘Certain © 
Pav 


New York 


the people in the 
general offices, want 
you to know we ap- 
_preciate the fine co- 
operation received 


he Tucker Wayne & oo, 4 | ve 


“. .. thanks for fine 
work done in behalf 
of Hiram Walker’s 
Imperial . . this 
evidence of coopera- 
tion (will go to) cli- 
ent, space buyer and 
account people here 
at the agency.” 
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tne "Recommending 


Riceland Rice’ as fea- 
tured at the “cooking 


ture front” offered by Kelvinator. 


Mitchell—Mitchell Mfg. Co., 
Chicago, will produce 60,000 units 
this year, against 101,000 in 1954~— 
39%. Its ad budget has also been 
decreased from $252,000 in °54 to 
$200,000 this year, a drop of 20%. 
Mitchell is said to be the largest 
newspaper advertiser in the indus- 
try; it is also going more heavily 
into magazines this year. Consumer 
advertising started in February 
and will run through June. 

Mitchell says that it is the 
only company introducing a com- 
pletely new unit this year. To off- 
set last year’s slump, the 1955 
model has a larger cooling capac- 
ity, and it costs more. A “Na- 
tional Trade-In Week” is being in- 
troduced by the company with 
newspaper, radio and television 
advertising. Mitchell ran 10 ads in 
Life, Time and The Saturday Even- 
ing Post from April 4 to June 4. 
Trade ads ran from January 
through March in Air Conditioning 
& Refrigeration News, NARDA 
News, Retailing Daily and South- 
ern Appliances. 

Another aspect of Mitchell ad- 
vertising is the 15-minute public 
service tv show, prepared and 
sponsored by the company. The 
program will be shown locally in 
about 200 cities. It is narrated by 
A. W. Bernsohn, managing direc- 
tor, National Appliance & Ra- 
dio-TV Dealers Assn. Rothbart & 
Haas, Chicago, is the agency. 


York—York Corp., York, Pa., 
is advertising mainly in magazines 
stressing “York, the Quality Name,” 
plus the advantage of draft-free 
cooling. Heavy cooperative adver- 
tising and direct mail materials 
are also being used. Brooke, Smith, 
French & Dorrance, New York, is 
the agency. 


RCA—One of the heavier users of 
national advertising is Radio Corp. 
of America, New York, which is 
using a series of color ads in sum- 
mer issues—particularly July and 
August—of Better Homes & Gar- 
dens, Life and Time and six busi- 
ness papers. All ads used the 
theme, “Proved in the World’s 
Toughest Weather Spots.” They 
feature installations of RCA room 
units in such far-flung localities 
as Bagdad, Singapore and Morocco. 
Paul Lefton Co., Philadelphia, is 
the agency. 


Crosley—The air conditioning 
division of Crosley & Bendix home 
appliance division, Avco Mfg. Co., 
Cincinnati, has cut production 
from last year and has done little 
advertising. Its 55 budget, will go 
into co-op advertising. The com- 
pany changed agencies this year, 
dropping Benton & Bowles, New 
York, for Earle Ludgin & Co., Chi- 
cago. 


GE—“Why Swelter’” is the cam- 
paign theme of General Electric 
Co., Bloomfield, N. J. The com- 
pany is using a heavy magazine 
and newspaper schedule for May, 
June and July with pages in Life 
and Time. Spot radio and tv will 
also be used. This company says it 
is offering no dealer incentives this 
year. Young & Rubicam, New 
York, is the agency. 
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Richmond Adclub Elects Hadfield Joins Kamin Co. 


Co . Herbert E. Bickel, director of| John Hadfield, formerly promo- OR EMO ST 
TENG public relations of Virginia Transit| tion manager of the Houston Post, Mi 0 RAL 
Con ti Co., has been elected president of | has joined Kamin Advertising Co., i) v oY TRADE 
ventions the Advertising Club of Richmond. | Houston, as director of public re- Mii Magazine 
Other officers elected are Vernon) lations and printed media. | Only ABC Toy Poper 
D. Duncan, ad director, Miller & magay Bog ar yee 
June 19-20. New England Newspaper| Rhoads, v.p.; Jack D. Lewis, presi- | McCollum Joins ‘Glamour’ , = sit 
Aaestaing Executives Assn., summer| dent, Advertising Associates, sec- David D. McCollum, formerly | : ‘- RS NW Write for New Market 
mouth 'N. yew orth-by-the-Sea, Ports-| retary, and Randolph W. Gunn Jr.,| with Harper’s Bazaar, has joined| ia eS MI Doro Folder 
June 19-22. Poster Advertising Assn. of | CXC. V-P., First Federal Savings &| the Chicago sales staff of Glam-| Iie : : rey McCREADY PUBLISHING 
Canada, Hotel London, London, Ont. Loan Assn., treasurer. our. oe Ar SN = 7) W, 23ed N.Y. 10 
June 20-22. Lithographers National 
Assn., annual convention, Lake Placid 
Club, Lake Placid, N. Y. 
June 24-26. Northwest Daily Press Assn., 
Summer meeting, Ruttger’s Birchmont N 
—» 


‘America's | 


Hotel, Bemidji, Min. 
June 26-29. National Advertising Indus- G 
tries Exposition, Hotel Morrison, Chicago. f 

June 26-29. Advertising Assn. of the 
West, 52nd annual convention, Multnomah 
Hotel, Portland, Ore. 

July 11-13. Newspaper Advertising Ex- 
ecutives Assn., summer meeting. The 
Greenbrier, White Sulphur Springs, W. Va. 

Aug. 6. Midwestern Advertising Agency 
Network, 3rd quarterly management and 
production workshop, Drake Hotel, Chi- 
cago. 


Aug. 6-9. Mail Advertising Service Assn., 


DD aD aD GD eae aD GD aD GD a a 


PORT 3 


Aug. 15-19. Photographers’ Assn. of es — sae: 
America, 75th anniversary convention, —: : 
Ambassador Hotel, Atlantic City. 
Sept. 12-14. Direct Mail Advertising 
son Hotel, St. Louis. 
Oct. 6-8. Pennsylvania Newspaper Pub- ' 
lishers’ Assn., 3lst annual convention, 
Dayton. 
Oct. 14-16. National Advertising Agency 
Oct. 20-21. Audit Bureau of Circulations, P lans an 
4ist annual meeting, Drake Hotel, Chi- o nounced for new 


Ea ee ee ge gi th er 
Conrad Hilton Hotel, Chicago. DAV - 
Assn., 38th annual convention, Morrison 
William Penn Hotel, Pittsburgh. 
Network, eastern regional meeting, At- 
° 5 
5 0,000 a 
cago. 1a: 0 ; 
3 ng! "fwn retail Shops 


Angeles. 
Assn., International, 7th world convention, 
America, 58th annual convention, Jeffer- 
Network, midwestern regional meeting, 
Oct. 17-18. Boston Conference on Dis- ° 
tribution, Hotel Statler, Boston. 
Oct. 17-18. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 
Oct. 17-19. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club, 
Chicago. 


annual convention, Statler Hotel, Los 
Sept. 10-14. Screen Process Printing 
Hotel, Chicago. ee.” 3 to IOWA 
Oct. 2-6. Outdoor Advertising Assn. of Wha 
Oct. 7-9. National Advertising Agency 
lantic City. 
Nov. 8-10. Fourth Canadian national 


packaging exposition and conference, 
Automotive Blidg., Canadian National Ex- 
hibition Grounds, Toronto. 

Nov. 14-16. Advertising Essentials Show, 
sponsored by Advertising Trades Institute, 
Biltmore Hotel, New York. 

Nov. 14-16. Public Relations Society 
of America, annual national conference, 
Ambassador Hotel, Los Angeles. 


Hollywood Business 
Man Says He Has 
Pay TV Copyright 


WASHINGTON, June 14—Sponsors 
of toll-tv got some surprising news 
last week when Robert Robins, 
Hollywood business man and pio- 
neer radio and tv equipment pro- 
ducer, filed a statement with FCC 
claiming a copyright on pay-as- 
you-see television. 

His statement said he filed a 
complete plan for pay-as-you-see 
tv service with the commission in 
1936 and that recent Supreme 
Court decisions indicate that his 
claim can be enforced. 


America an 
JOint air for 


tO milli 
Program! “*Pansion @ 


= Mr. Robins also argued that 
commercial tv constitutes unfair 
competition against newspapers 
and magazines by private groups 
“operating under the facility of a 
public grant for private gain” and 
is “profoundly un-American and 
is contrary to every fundamental 
concept of our American competi- 
tive system of free enterprise.” 


Tri-State Adds Three 

Tri-State Advertising Co., War- 
saw, Ind., has been appointed to 
handle advertising for Builders 
Tool & Equipment Co., Warsaw, 
Martin Equipment Co., Wabash, 
and Linver Stone Co., East Pales- 
tine, O. 


Stockbridge Joins Y&R 

Henry P. Stockbridge, formerly 
director of merchandising for Og-| 
ilvy, Benson & Mather, has| 
joined the contact department of 
Young & Rubicam, New York, as 
an account executive. 
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WILLIAM C. LYDDAN has joined Camp- 

bell-Mithun, Minneapolis, as a v.p. 

and account executive on the Pills- 

bury Mills grocery products ac- 

count. He formerly was an account 

executive on General Foods at 
Young & Rubicam. 


‘Chicago Tribune’ 


Explains Stand 
On R. 0. P. Color 


Cuicaco, June 15—The standard 
ink program set up by the Amer- 
ican Newspaper Publishers’ Assn. 
and the Four A’s represents a com- 
promise which would lower the 
quality of four-color r.o.p. news- 
paper reproduction. 

This is the position of John W.) 
Park, manager of mechanical re- 
search of the Chicago Tribune, 
who debated the subject at the 
ANPA mechanical conference held 
here last week (AA, June 13). In 
a statement to ADVERTISING AGE, in 
which he emphasized the desire of 
the Tribune to achieve standard- 
ization, Mr. Park said: 

“T have just read the article in 
your June 13 issue entitled, ‘Chi- 
cago Tribune Spurns Standard 
R.O.P, Ink Plan.’ Although your 
reporting is accurate, your headline 
most certainly creates the opinion 
in most readers’ minds that the 
Chicago Tribune is against the 
standardization of r.o.p. ink and is 
a non-conformist. 

“Our position was and is that we 
not only believe in standardization 
—we urge it, but not at the ex- 
pense of a compromise which 
would lower the quality of four- 
color printing. 


# “The Chicago Tribune informed 
the committee prior to the adop- 
tion of the standard inks that these 
inks were not, in our opinion, the 
most desirable inks for four-color 
process printing. These inks ad- 
mittedly are a compromise be- 
tween three- and four-color print- 
ing for the purpose of establishing 
only one standard. Standardization 
is usually highly desirable, but it 
is our considered opinion that in 
this instance the adopted stand- 
ards will not produce as high a 
quality of reproduction as the 
four-color inks now in general use 
in the trade. 

“I endeavored to point out that 
all engravers who produce four- 
color process plates are using the 
same general clean tones of ink as 
those later adopted by the Chicago 
Tribune, and it is our opinion that 
it is impossible for the engraver to 


“The sole purpose of this state- 
ment is to clarify the position of 


'the Chicago Tribune, as we have 


no desire to carry on this contro- 
versy. Mr. Shafer and I made it 
clear at the conference that we 
would endeavor to give the adver- 
tisers and agencies the best r.o.p. 
color printing possible. 

“We most certainly will adopt 
any ink that will improve the 
printing. We have pioneered and 
worked too diligently to improve 


r.0.p. color printing to become an 
obstructor of progress at this late 
date.” 


Nebraska Mills Appoints 
Joseph Weaver Jr. has been 
named advertising manager and 
director of public relations of 
Nebraska Consolidated Mills Co., 
Omaha, and Gould Flagg Jr. has 
been named marketing manager. 
Mr. Weaver formerly was sales 
manager of the Duncan Hines 


mixes division, and Mr. Flagg was 
ad manager. D. L. Barber, for- 
sales director, has been named v.p. 
of grocery products sales and ad- 
vertising. 


Paul Knabe to Retire 

Paul Knabe will retire July 1 as 
production manager, board mem- 
ber and secretary of C. V. Mosby 
Co., St. Louis, publisher of medical 
and dental journals. Mr. Knabe, 
who helped form the company 
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more than 48 years ago, will be 
succeeded as production manager 
by John C. Mosby Jr. 


Mercury Clutch to Swink 

The Mercury Clutch division of 
Automatic Steel Produets Inc., 
Canton, O., has appointed Howard 
Swink Advertising Agency, Marion, 
O., to handle its advertising. Mer- 
cury makes automatic clutches for 
gasoline and electric powered 
equipment. 


make plates to faithfully reproduce 
many pieces of copy without the) 
use of these clean colors. 

“It is obvious that colors are 
printed over colors in four-color 
process printing to obtain desired 
shades, but color cannot be sub- 
tracted from basic shades of ink. 


= “I believe that the committee, in 
establishing four-color standards, 
should have been governed by the 
experience of the engravers 
throughout the country over a long 


period of time. 
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Advertising Age, June 20, 1955 


Colt Golf Names Agency 

Colt Golf, New York, has ap- 
pointed Bachenheimer-L e wi o; 
New York, to handle advertis- 
ing and public relations for its 
new Colt golf ball, made from one 
continuous strand of rubber. It 
retails for $1.10 and is sold in pro 
shops only. 


Texas Press Assn. Elects 
Russell Bryant, publisher of the 
Italy News-Herald, has been 


elected president of the Texas 
Press Assn. Other officers elected 
are David Leavell, v.p. and gener- 
al manager of News Publishing 
Co., Galveston, v.p., and Fred 
Oheim, New Braunfels Chronicle, 
secretary-treasurer. 


Barnum Opens Agency 
Merritt H. Barnum has opened 
an advertising and sales promo- 
tion agency at 6 N. Michigan Ave., 
Chicago. Mr. Barnum formerly 


was ad manager of Marshall, 
Field’s Store for Men, a division- 
al mail order sales manager for 
Montgomery Ward & Co. and most 


recently was with the Chicago of-| 


fice of Beaumont & Hohman. 


WGN Elects Fred Thrower 

Fred M. Thrower, v.p. and gen- 
eral manager of WPIX Inc., New 
York, has been elected to the 
board of directors of WGN Inc., 
Chicago. 


FCC Reveals Income 
of TV Networks and 
Stations During ‘54 


WASHINGTON, June 15—Total in- 
come from sale of time and other | 


fees of the tv networks and stations 


was pegged at $593,000,000 for) 


1954, a 37% gain over 1953, ac- 
cording to the official tabulation 
published today by the Federal 


Petroleum Week subscriptions are pouring in! We had hoped to have about 3500 paid 
subscriptions by July—yet, at the end of March, subscriptions had passed the 


7000 mark! And nearly 10,000 by mid-June. 


Mail returns are unusually high—seven times what is considered a good response for 


mail order selling of new subscriptions! 


This intense interest proves again the pressing need for Petroleum Week. [In survey 
after survey oil men have said they need Petroleum Week. Now these men are proving 
they want Petroleum Week—backing up their words with orders. 


Put this exciting new sales tool to work for you! 


A NEW CONCEPT 
IN COMMUNICATION 
SERVICE 


You can cash in on oil men’s intense interest in 
Petroleum Week. Your advertising message will de- 
velop extra impact, will gain added effectiveness through 
the cover-to-cover reader traffic created by this industry- 
wide, industry-deep new weekly! Closing date for the 


first issue—July 8—is June 17. 


See This 
Slide-Film 
Now! 


Cross 


x of 


PETROLEUM 
AD ae 


_ Communications for Men Who Matter in Oil 2 


A McGRAW-HILL 
PUBLICATION 


Communications Commission. 

Four networks and their 16 
owned stations reported revenues 
‘of $306,700,000, an increase of 32%. 
|The 92 other pre-freeze v.h.f. sta- 
‘tions accounted for an additional 
$200,900,000, a gain of 15%. 


s The remaining $85,400,000 of 
revenue went to 312 post-freeze 
stations. Of this, $60,000,000 went 
to 177 post-freeze v.h.f. stations 
and $25,400,000 to 125 post-freeze 
u.h.f. stations. 

Net income before taxes of the 
industry increased from $68,000,000 
to $90,300,000. The four networks 
and their 16 owned stations had a 
net of $36,500,000 compared with 
$18,000,000 in 1953 and $9,900,000 
in 1952. The other pre-freeze sta- 
tions cleared $67,600,000, an in- 
crease of $7,100,000 over 1953. The 
177 post-freeze v.h.f. stations lost 
$3,800,000, compared with a loss of 
$4,200,000 for 114 post-freeze v.h.f. 
stations in 1953. The 125 u.h-f. 
stations lost $10,000,000, compared 
with a loss of $6,300,000 for 112 
u.h.f. stations in 1953. 


to reach the top candy man- 


ufacturers ... all of them... 
and make your selling points 
pay— 


aim high, point straight, 
completely cover the field 
the only possible way: 


USE A 


VERTICAL 


PUBLICATION 
—the leader in its field 


CANDY 
INDUSTRY 


DON GUSSOW PUBLICATIONS, INC. 
18 East 49th Street 


NB P| New York 17, N. Y. 


Information headquarters for the billion- 
dollar industries they serve — 

® Candy Industry 

® Bottling Industry 

@ Candy Industry Catalog 


and Formula Book 
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Talk about a newspaper going places! Take a fook at the New York 
Journal-American. We're bursting at the seams with 


| retail advertising gains. Nearly 700,000 lines more than last year, in the Tifsnueame 
months of ‘55—a far greater increase than any other New York | 


paper. (And in 54, remember, we had a booming million-line retail adver 
tising increase—also the largest retail growth of any New York paper.) 


Zam. We're swelling because we're selling . . . selling at New York City and sUBURBaI 


newsstands faster than any other“five-cent daily paper 
and any other Sunday paper that families buy for twenty cents or more 

.. selling by the storeload all kinds of products and services 
that retail advertisers have to offer. And we're selling because we take home 
a wealth of lively entertainment, fast-reading news and features that 
hundreds of thousands of on-the-go, able-to-buy families won't do without, 
evening after evening . . . Sunday after Sunday. 


If you want to go places in the New York market, make sure it’s the right 


places .. . in the New York Journal-American. 
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geles and San Francisco, Pacific 
Coast sales-advertising representa- 
tive. 


‘Playboy’ Names Rep 
Playboy, Chicago, has appointed 
Hunter-Tewksbury Co., Los An- 
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If you “Uf ff 


readers of DOWN BEAT 
are an unexcelled market 
for you. They love good 
music and want the finest re- 
roduction. They rely on DOW 
BEAT’S Hi-Fi section for guidance. 


More than 50,000* buy DOWN BEAT 
More than 100,000 read DOWN BEAT 


Write today for complete market information! 
Ave. 
DOWN BEAT’) ene in 


Everything in the World 2bout the World of Music 


equipment... 


*ABC audit 


maher Down Bect—Country and Western Jomboree—Record Whirl—Up 
3 Bect—Music—Beverages—Rodio y Articulos Electricos—Bebidas— 
pubkcation Lo Farmacia Moderna—Lo Tiendao—Elaboraciones y Envoses— 


publishing since 1934 Radio y Articulos Electricos Catalog File—Bebidos Annval Directory 


Business Paper Success Story .- - 


Fawcett-Dearing Business Paper Ads 
Stress Status in Printing’s ‘Big 4 


LOUISVILLE, June 14—On the desk 
of the president of Fawcett-Dear- 
ing Printing Co. is a folder con- 
taining 50 to 60 letters from maga- 
zine publishers who like the com- 
pany’s institutional advertising 
campaign. 

The promotion, launched early 
this year through Royal & de Guz- 
man, New York, consists basically 
of four-color four-page inserts in 
business publications. 


® William G. Simpson, Fawcett- 
Dearing president, while pleased 
with the congratulatory letters 
from the publishers, takes a re- 
served attitude about them. 


Discussing the campaign with 
ADVERTISING AGE, he said: “We’re 
doing something the magazines 
should do for themselves.” 

The first insert, “the ‘motor- 
wagon’ and the magazine,” fea- 
tured photographs and artwork 
from Chrysler Corp., Ford Motor 
Co., General Motors and their 
agencies—N. W. Ayer & Son, Bat- 
ten, Barton, Durstine & Osborn, 
Campbell-Ewald Co., Grant Ad- 
vertising, Kenyon & Eckhardt, 
Kudner Agency, McManus, John & 
Adams, McCann-Erickson and J. 
Walter Thompson Co. 


® The second insert, “The maga- 


You know 


what’s happening! 


ae advertisers and agencies have known for many years 
that WHO, Des Moines, is one of the nation’s greatest 
radio stations — the biggest, most popular, most productive 


station in Iowa Radio. 


For the sake of all you successful new TV people, 


that fact helps explain why WHO-TYV, in one short year, 


has become one of the nation’s top television stations. 


Suggestion: Next time you talk with the wisest “old hand” 
you know in radio or television — ask about WHO-TV. 


Better still, ask Free & Peters! 


* 


WHO-TV) 
WHO-TV: 
WHO-TV. 
IWHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
mm WHO-TV 
WHO-TV 


\WHO-TV 
»WHO-TV 


WHO-TV 


Channel 13 + Des 


Moines + NBC 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


Free & Peters, Inc. 
National Representatives 


Advertising Age, June 20, 1955 


zine and beauty,” had colorwork 
from the Morton Salt Co. (Need- 
ham, Louis & Brorby) and Helena 
Rubinstein (Ogilvy, Benson & 
Mather). 

Each insert carries some soft- 
sell copy for Fawcett-Dearing on 
the last page. In the auto ad this 
involved only the logotype; in the 
beauty insert it took the form of 
three closing sentences, plus the 
logo. 

Art for the next ad will come 
not from agencies but from maga- 
zine editors. The subject will be 
food and magazines. 

Subsequent ads this year will 
promote magazines as media for 
travel and recreation advertising, 
home building and decorating ads 
and for new advertising concepts 
(“the Jell-o animals and the Mo- 
dess ads, for example”). 

Paul de Guzman, president of 
Royal & de Guzman, which took 
over the account last October and 
placed the first ad early this year, 
explains the campaign concept in 
this manner: 


= “We want to do for magazines 
what the Magazine Advertising Bu- 
reau would do if it had the money.” 

The inserts are appearing on a 
six-issue schedule in ADVERTISING 
AGE, Advertising Agency, Printers’ 
Ink and Southern Advertiser. 

Different ads on the same basic 
subject are being used on a six- 
insert schedule of b&w pages in 
Fortune, The New Yorker and U.S. 
News & World Report. 

The rest of the schedule lists 12 
two-page four-color inserts in 
Standard Rate & Data and color 
pages quarterly in National Ad- 
vertising Investments. 


® Mr. Simpson, in explaining the 
thinking behind the campaign, 
said: “We live on magazine adver- 
tising, not publishing. We have 
more business than we can handle 
without further expansion. 

“Two years ago, if you asked 
anyone who should know to name 
the Big Four in our field, they’d 
start with R. R. Donnelly, W. F. 
Hall and Cuneo Press. But few 
knew Fawcett-Dearing belonged 
up there. We had the business but 
not the prestige and recognition.” 


® The company’s growth came 
about in the postwar period, since 
1944, when Fawcett Publications 
bought out the Dearing Printing 
Co. and made it an affiliate. 

Today half the affiliate’s month- 
ly output is outside jobs. 

“We do as much work for out- 
accounts as we do for Fawcett,” 
Mr. Simpson said. 

The ad campaign has turned into 
“a regular little snowball,” ac- 
cording to Fawcett-Dearing’s agen- 


cy. 

Mr. de Guzman explains it this 
way: 

“We merchandise the advertis- 
ing with 500 to 1,000 direct mail- 
ings to, say, manufacturers, agen- 
cies and magazines. Then we 
merchandise the merchandising 
back to the publications.” 


® Part of Fawcett-Dearing’s 
growth is traceable to several of 
its outside printing jobs, notably 
Woman’s Day (4,500,000 copies a 
month). 

There are others, too—House- 
hold, a Capper monthly (3,500,000 
copies), American Legion (3,000,- 
000), Capper’s Farmer (1,750,000) 
and Alden’s fall and spring mail 
order catalogs and, usually, four 
flyers (“2,500,000 each time they’re 
in the house—5,000,000 catalogs, 
10,000,000 flyers a year’). 
business. 


® Coupled with the Fawcett books, 
the over-all monthly output of 
publications represents between 
28,000,000 and 31,000,000 pieces a 
month. 

Two years ago Fawcett Comics 
(13 to 15 titles a year) were dis- 
continued, but this and the later 
demise of Today’s Woman pro- 
duced no marked slackening in 
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MAKE ‘EM HUNGRY—“Magazine advertising makes people hungry” is 

the theme of the four-page Fawcett-Dearing business paper ad in 

four colors, of which this is the center spread. Royal & de Guzman 
is the agency for the Louisville printer. 


Out of the Fawcett-Dearing plant 
each month come True (1,750,000), 
Mechanix Illustrated (2,000,000), 
True Confessions (2,000,000), Mo- 
tion Picture (1,000,000), Cavalier 


casters would still be obligated at 
license renewal time to show he 
operates fairly and in the public 
interest. 
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What “Frame Of Mind” Are Your Prospects in 
When They See Your Ad? 


Are You Overlooking Paragraph 15 On The ABC Reports? 


The analysis of new and renewal subscription sales, in paragraph 15 of the ABC 
ty reports, tells a big story. Section (a) includes “Subscriptions by mail to publisher, 
2) other publishers & department stores.” These are the “low pressure” sales, where the 
p=” response is entirely voluntary. To appear as a statistic in this column these 

have expressed an unquestionable desire for the magazine. 


SUBSCRIPTIONS 


BY MAIL TO PUBLISHER, 
TOTAL SUBSCRIPTIONS OTHER PUBLISHERS PERCENT OF SUBSCRIPTIONS 


SOLD IN PERIOD* AND DEPARTMENT STORES* RECEIVED BY MAIL 


PUBLICATION 


Better Homes and Gardens 669,695 327,803 48.95% 
American Home 746,811 345,017 46.20% 
Good Housekeeping 975,089 431,411 44.24% 
Look 1,063,319 456,547 42.94% 
Household 283,056 111,681 39.46% 
Woman’s Home Companion 1,118,240 437,156 39.09% 
Collier’s 776,513 184,777 23.80% 
Saturday Evening Post 1,213,399 277,706 22.89% 
Ladies’ Home Journal 1,035,496 227,207 21.94% 


*Source—Publisher’s statements to ABC for the 6 months period ending December 31, 1954. 


The WORKBASKET 


643 Westport Road @ A MODERN HANDCRAFT PUBLICATION @ Kansas City 11, Mo. 


(500,000), True Police Cases (300,- 
000), Startling Detective and Real 
Police Stories alternate months 
(250,000), four or five how-to-do- 
it books (250,000 to 500,000) and 
the yearly True auto books. 

Once a year the plant goes to the 
races. It pushes up its schedule to 
get everything else out of the house 
and concentrate for 24 hours on 
some 100,000 Churchill Downs rac- 
ing programs for the Kentucky 
Derby. Fawcett-Dearing also prints 
the season programs. 


Five more =a 
indications <j 
that _ 


® Besides the racing programs and 
booklets for the infirmary, the 
plant handles some other one- 
shots—four or five a month—such 
as the Pillsbury Mills cookbook and 
the Louisville & Nashville Rail- 
road’s company publication. 
When Charles Dearing, the 
founder, died in 1919, the plant 
had 26 workers. There were 700 in 
1944, and today there are 1,600. A 
sign atop the two-story 160,000- 
sq. ft. brick plant says, “All Day, 
All Night,” (six days a week). 


ye 


—- eae The WORKBASKET 634,147 633,303 99.87 % 
scant ni o- Sea e o Life 1,630,769 1,026,781 62.96% 
-~ -- McCall’s Magazine 1,201,539 602,728 50.16% 
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PRedhook 
is Red Hot! 


TOTAL CIRCULATION IS 2,212,508* 
—highest in Redbook history. 


Legislators Seek 
Realistic Laws on | 
Election TV Costs | 


WASHINGTON, June 15—In an ef-| 
fort to anticipate some of the dif-. 
ficulties which will arise in the use 
of tv during next year’s political 
campaigns, two congressional com- 
mittees acted this week to bring 
election laws in line with the reali- 
ties of tv costs and time problems. 

A special election committee un- 
der Sen. Thomas C. Hennings (D., 
Mo.) is recommending legislation 
authorizing national political com- 
mittees to spend a limit of $12,000,- 
000 compared with $3,000,000 
authorized under existing law. 

In addition, Rep. Oren Harris 
(D. Ark.) has introduced legisla- 
tion, proposed by CBS President 
Frank Stanton, which relieves sta- 
S tions and networks of the need to 
‘ provide equal time for all candi- 
dates each time one contender ap- 


NEWSSTAND ciRcULATION, NOW 949 151 
—highest since World War ll. 


WINNER OF THE BENJAMIN FRANKLIN MAGAZINE AWARD GOLD MEDAL 
FOR PUBLIC SERVICE for “the most distinguished and meritorious 
service by an American magazine of general circulation during 1954.” 


ADVERTISING REVENUE: 
Ist six months of '55 tops '54 by more than 14%. 


a Gao eae ee hee A Of 


gram. 


® In offering the plan, Mr. Stanton 
said CBS was considering the pos- 


sibility of offering time to the ee. 


pears on a public-affairs type pro- | 


ADVERTISING LINAGE: 
2nd six months business now on the books exceeds the total linage 


major parties in 1956 for a Lincoln- | 
Douglas type debate, but that ex-| 
isting laws requiring equal time) 
for all candidates would make the | 
plan impractical, since similar op-_ 
portunities could be demanded by | 

| 


‘tun in the same period last year! 


aah 
Sa, 
4 


candidates of minor parties. e_ 
The Harris Amendment leaves es SN 
the “existing equal time” section | ae ete 
of the Federal Communications Act — > At ’ 
| unchanged, but adds a vpphed bo ' >» : 
: says the appearance of a can te es , 
on a public service program will — ¥ 
not be considered as “use of the } . As Pe The Magazine for Young Adults 
broadcasting station.” \ 3 7 ao 


Rep. Harris expressed confidence 
the plan would be carried out with- 
out discrimination, since broad- 


*A.B.C. lst 3 mos. 1955 


| Sie, SA SAS OMEN cs Se 
' : S ee oS et Le ame 5 : . . ; es Sine praia ae ee era E oe PRRs ae ©, RAN fete PERE to Wee)? tac Bae Sn ee rs ert ae <a Re eller + pe 5 fone 2. Pr > = Seer an” ni + 
NaS io ee | eee : ies poe eo 7) aie wr le aE igs ies vh oh ; : re : tae ; * agre ee , ae pe 5 ee he 
Sige 7 é 7 
ace 
a) 5 
Nes, ' 
Ae Advertising Age, June 20, 1955 = ‘ 
aie 
i eS 
ia 5 : ~ ; 
ie § Paget ae 
ei ‘ ; ie = ~ Bi im , aS 
oes 4 Bee gee > ae ey : es os), ™ Ae i ae a 
‘” igi "i aia i oan 4% we *: z Sak ; os cd = a ae “ lop reas we \ A\ 
pe a <5 ute ci J . - oopseag a “d . oe, f \ . y ese jo. oa aus 
Taga 7 | ene : " P , hs . ‘ - Ta . Dace? —— ) x 
eo aa a oe © rey . , - : Ni 
ae i |) elie . <- iia. F a : ie Ye ne \ 
¥ a q . a a ~ se ee E o>~. ee & 4 Me, ‘ si \ 
pk l ‘ a Ss eth = . a} i a ity 4 aie yd 4 
aa - | oe eee - “aS J Sa é j ;. j q 
ic = q A ie a Tea Jen ms. e Tt, 4 ‘ AY 1 2k i a’ peg F ;. " 
rete sh Pe ae F be Se i $i: ms ‘ > i ing # mis . 
—s Pree > PR ery 4 ss “i, Ri, j ws eae y Pee | : iy 
2 ae =. act F 7 Sy Se " Par § ae ee u fi a 
aes gas ae a] Cr Age [t ier = fd at 
re at 3 es ‘ Guat : ae f nae i ; ’ ie 
—— wore OS : hs, Oe f i! le J : ae 
- hn Gita ne ‘ i > + - ia a oF baat “id a a 7 ej BN <se PA > 
. a i “+N, nz - ee Pet ? > sft —- gt ay oy A ~ 
‘es Fe an Y ES ~< X, Sao” SY 
MN! L, “ £4 
ear \ | ; 
ets \ 
aoa ) p a 
: | ice Ps aap Sai 
i Re Bs 
rh ee Se te 
} 
cs ' 
 - 
Be ag | 
— 
i 
—— 
4 ; ae if 
non 
Pein’ i 
aaa? O . 
“hits (/ 
os i 
aoa 
fea 
Al in ] 
ie 
—_ 
: 
ayn 
Pi | 
Oats 
ay yi 
yn 
28 
— 
iad 
oe 
4 
_ ) 
ua 5 ed 
Bay 
i . 
o j | 
.” 
& | ; 
Py Soa 
Rates 
eas 7 
Sat a 
mae af 
—— ae 
iam | | th 
ph Tass : ara 
as } - 
2 — ad if 
ae er, ] 2 ti 
< ae 'j ; 
ais | ve: 
are or ere ee 
a 
Be. | ats ? = 
ee? e 2 
4 a io ‘ cs 
ar . gy. J 
: et #, % q ee 
to See gee 
ie 2 one ra J 
ptf Se ae a 
is 
i 
_ a 
ys a 
: is 
. wae 
ie. 
7 
a 
ee he 
7 
aa 
oe 
bs te 
a 
‘: — | 
= $F j 
: Be | * ee 
“a | Po 
ere \, 
on 
one 
wees 
Fee 
ae ee 
; oa 
eae 
po ee : 
Bag a 
one Co 
Pa i | 
ae 
te 
shea 
Bea eS s rr TTS TSS STS : ' 
at ee hans i yeas * Gh a Oe BP oe eer Ott ae te Re! 5 Cage es Ee gk RE Pam SES 53.52 pO ae re SOR ee A coke ah Diemer say e a 2. 0 ei oid Re esate ON te pagel ac” Dea beget Scar eg pe oye ek Ne avant oe VO |, amen ey © 
Bit i sae Se Oy ete tk ce : re Pade aS fT ee TP Bike si Sei ae on Sy aes, wry Tet: eg : att Ee ar: : Sey © oy Me Ree Selec ites cw haters eg i" 
Nh he aS ny ans pd ae Fe s nha te wae he bg a eS BRO Bee SF he ry eee er a ae Oa eS ae a Pee aaah SON © eee ete oe Otay oT aie Se Ag Poe bs Bern a a Se Sil kek ise. Setaaalitee. Be pete hie Dia ae 4 Sie ne Me ee ee ee ta, TG eee eR Bes Aves My a 
Set gt IE ee tien AR Bein. Ye vera Ace et a Ew R Mgk eye Ee Fe Nn MMe PAs 62 Ae at PPR Mage SE. PsP WR ee a vg ie einige a one og SER ee Cee kL mt ee Lo) Pha ea, ot eae eat Ts Sie heme de wT," aa ee Bat Wake caer as ets ome. Geronus wt cart 
ae ee tg hy ae ; OS 5 i =A WS ae Slabs, Bee a eee alae © 6a NE FE ah a DIR ey Mig OR eRe oe iy Cree ie Tk Py } aie Se Rs Mt se BR a P St Pied Sh ea eee pret Siete BES yy: Ate & at Pek TAs Ye ae Sen 4 _ 
a ee Se eee ieee cinag Me tiees Sega Ege OO NG CLE TL US REE ig Dee a? Oe Be Pon he gE een eg ER de Ss eee Rh Wee ens Saha Rh st. Pe abe 
Mae CA ahaha ho eee. Nita Career se eNOS te te IW? GOED CEE Ld eh Pcl alt ROP Te ERM RTD ah Ge GSES aM AEWA ON OR Pim, Sos, (eee Corn ap a: Sen ae BM a Ie ee ae dt «nth “gg ee tg ke, ae 
ane at sae eee oye yy ae rk nO Ban ws ae Ee ee Pe A kate Ree ae OF IR oe a A oe ee ae She al ie GS 1S FA Ces yh ee ¢ Ba chs wip, SE Left opined r Chk Seagate acer ES ABI Rod SS (Re ae BR 2 “e 
eS oe Tg gE ee ee et a a a a Wa El ag Oe RE en RED oe Sean gH G hae sob Plead Pek ae Oe ee Outs Nee Ct be. oon ae rte eee i Bee te Dh Bic Pec ME eee ok et ia lee 3 
<s ae atte. * sas) s ae Gee ate es J ee fs ee sy se 3 a Te ~ i a me — a a is - 4 rt o _ Pe Ps -aartunen: oe — i" ~ . : OVE ES BER. | ee EE . a 28 ete - a EM i e Ce Ys 
OT he a 8 hy ee ST ie i A ee ce eos ee i Deans ak Pe Me og et eet a nS es ee ey PON Oe gh wr a fee Bn en on CC AY Oe ae ee ee gee eee fae Mn ee ede eee us SOt ae Oke eM ee Se oe ay eee A Se gt OE, Re pit eee. 


PHOTO 
REVIEW 


REUSABLE—Pat Lee, “Miss Carry Ice of 1955,” demonstrates—among 
other things—one of the many uses to which a new portable re- 
frigerant, Carry Ice, can be put. Designed to keep food and bever- 
ages cold on boating trips, picnics, beach parties, etc., the product 
retails for less than $1. It is made by State Pharmacal Co., Chicago. 
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Bowler Dinsmore Mertz Stewart Anderson 


CONSTRUCTION PUBLISHERS—New officers elected at the annual meeting 
of Associated Construction Publishers, Chicago, include John 
Bowler, Southwest Builder & Contractor, Los Angeles, president; 
Kenneth Dinsmore, Construction, Roanoke, ist v.p.; Dick Mertz, 
Michigan Contractor & Builder, Detroit, 2nd v.p., and George 
Stewart, Constructioneer, South Orange, N. J., secretary-treasurer. 
Gordon Anderson, Construction Bulletin, Minneapolis, is the out- 
going secretary-treasurer. 


oon A 


1@® -_; 


REPRESENTATIVE ORDER—These three pictures depict representatives attending the Ameri- 
can Assn. of Newspaper Representatives’ meeting in Detroit. Seated at table in the 
first panel are (left to right) Bill Buchner, Buchner & Co.; Bing Murray, Ward-Grif- 
fith Co.; Jack Shafer, West-Holliday Co., and Charles Revelle, Ridder-Johns. In second 
panel, M. C. McGuineas, Kelly-Smith Co., chats with Joseph Scolaro, Scolaro, Meeker 
& Scott. In final panel, posing for the camera are John L. Sterling, Cresmer & Wood- 
ward; Charles A. Miller, president of the Detroit chapter of AANR, Sawyer-Ferguson- 


Batcheloer 


Wellman Davis 


NATA MEN—New officers and executive committee of 
National Assn. of Transportation Advertising are 
l. to r.: Joseph E. Wellman, Transportation Adver- 
tising Co., Detroit; Harrison Davis, Fielder, Sorensen 
& Davis, San Francisco; Joseph H. Batchelder, 


Jordan Weston Wald 


BANDWAGON—Shown here is the cast and part of the 
scenery used by Richfield Oil Corp., Los Angeles, in 
the presentation of its advertising and sales promo- 
tion campaigns at its spring sales meetings in Se- 
attle, San Francisco and Los Angeles. Cast of 
“Climb On The Bandwagon” includes: Fred M. 


Loomis 


Murphey Prechter 


Traction Advertising Co., Peoria, NATA v.p.; Wes- 
ley H. Loomis III, Loomis Advertising Co., Kansas 
City, NATA president; C. H. Murphey, Chicago Car 
Advertising Co.; and George W. Prechter Jr., Trans- 
portation Advertisers, New Orleans. 


Bach Robinson Jorgenson 


Jordan, Richfield’s manager of advertising and 
sales promotion; dancer Marylou Weston; John 
Wald, of the company’s news program on NBC Ra- 
dio; M. F. Bach, of the ad and sales promotion 
staff; dancer Dianne Robinson and Kai Jorgensen, 
Hixson & Jorgensen, the agency. 


Walker; George Dix, Philadelphia Inquirer, Detroit office; Richard M. McLean, sec- 
retary, O’Mara & Ormsbee, New York; Robert A. Jobson, newly elected director, 
O’Mara & Ormsbee, Detroit; Stephen P. Mahoney, newly elected president of AANR, 
Burke, Kuipers & Mahoney, New York; Charles Revelle, reelected AANR treasurer, 
Ridder-Johns, Chicago; Lee A. Ward, Ward-Griffith Co., and Paul V. Elsberry, out- 
going AANR president, Scheerer & Co., Chicago, whose speech at the convention was 
reported in AA last week. 
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John A. MacLaren, 
Agency President, 


Dies in Miami at 63 


ToRONTO, June 14—John A. Mac- 
Laren, 63, president and founder 
of the MacLaren Advertising Co. 
Ltd., died June 11 at Miami, Fla., 
while vacationing there. 

Before entering the agency busi- 
ness, Mr. MacLaren was a news- 
paper reporter in Edmonton, Cal- 
gary and Vancouver. He was edi- 
tor of Saturday Night at 22, and 
served as a war correspondent for 
a group of Canadian dailies dur- 
ing World War I. 

Mr. MacLaren was one of the 
original staff when Campbell- 
Ewald Co. opened its Canadian of- 
fice in 1922. He was successively 
v.p., general manager, and presi- 
dent of Campbell-Ewald Ltd., and 
headed the agency when it became 
MacLaren Advertising Co., in 1935. 

The agency pioneered in Cana- 
dian radio and television, and was 
the first agency in Canada to de- 
velop a public relations service for 
clients. 

Reputed a phenomenal salesman, 
Mr. MacLaren was credited with a 
historic deal with Connie Smythe, 
impresario of the Toronto Maple 
Leaf hockey team in 1929. Mr. 
Smythe was trying to build Maple 
Leaf Gardens, still Canada’s largest 
indoor arena. After a golf game, 
Mr. MacLaren owned the sole 
right to broadcast hockey games 
provided Mr. Smythe could put a 
team on the rinks in his new sta- 
dium. The hockey games drew 
tremendous audience on the air, 
and the MacLaren deal made them 
available to all Canada. 


FRANK A. MACMAHON 


New York, June 14—Frank A. 
MacMahon, 59, former radio ac- 
count executive with McCann- 
Erickson, and later a radio pro- 
ducer, died of a heart attack June 
11 at Fort Myers, Fla. He had re- 
tired ten years ago to an island 
home in the Gulf of Mexico. Born 
in New York, he attended Man- 
hattan College. He served in the 
army during World War I, and 
then joined the Dodge division of 
General Motors Corp. Subsequent- 
ly, he entered the agency field 
with the old McCann agency which 
in 1930 became McCann-Erickson. 
In 1936, he resigned to become pro- 
duction manager of the “Gay 
Nineties” radio show. In 1942, he 
became producer of several radio 
shows. He retired in 1945. 


GEORGE V. CARHART 


New York, June 15—George V. 
Carhart, 57, v.p., treasurer and 


Co., which was organized in Octo- 


ber, 1940. In 1948, Mr. Shaw was when it’s 


made treasurer and assistant sec- 
retary of the company. 


ERNEST M. OSWALT 

BaTAviA, ILL., June 14—Ernest 
M. Oswalt, 67, founder and board 
chairman of Campana Corp., and 
Campana Sales Co., cosmetic pro- 
ducer, died June 1 at Denver while 
on a business trip. Born in Brazil, 
Ind., Mr. Oswalt entered the print- 
ing business as a young man. He 
became superintendent of Moose- 
heart Press, Anderson, Ind., and 
later became publisher of House 
hold Journal and founded the Na- 
tional Stationery Co. In 1926, he 
bought Campana Italian Balm 
from a Canadian company and in- 
troduced it in the U. S. He was one 
of the pioneers in the Midwest in 
radio advertising. He developed 
“Grand Hotel” as a radio program 
for Campana products. 


photoengravers 
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in June or why 


our WET proofs are always DRY! 


Sounds like a damfool remark. But our new central unit 
air conditioner and humidity control allow brilliant color proofs 
to roll off our four color proof presses during the most humid days. 


To you production men this means meeting last minute schedules on those 
speedy color jobs that break in the summer. (In the past an 
engraver had high humidity as a legitimate excuse to be late.) 
Now instead of smudgy and inky proofs, you will be assured that 
each day of the year you will receive sheets that will be 
sharp, bright, colorful and dry from 


Hutchings & Melville, Inc. 


4043 N. Ravenswood Ave., Chicago 13, Illinois 
Phone EAstgate 7-9220 


Skilled operators of the imported Klimsch Process camera — makes the best negatives in the world. 


media director of C. L. Miller Co., 
died yesterday at University Hos- 
pital after a short illness. Born in 
New York, Mr. Carhart joined the| 
advertising agency 35 years ago 
when it was known as E. W. Hell- 
wig Co. In 1940, he became an offi- 
cer and partner in the business 
when the agency changed its name 
to C. L. Miller Co. One of the pio- 
neer media men in the agency 
business, Mr. Carhart made a life- 
long study of media evaluations 
and practices, and at one time 
spoke frequently on the subject 
before local groups. 


PHILIP LEROY SHAW 

New York, June 14—Philip Le- 
roy Shaw, 55, treasurer and assist- 
ant secretary of the New York 
Subways Advertising Co., died 
June 12 at Doctors Hospital after 
an illness of several months. He 
had been in transportation adver- 
tising for 32 years. Born in Green- 
field, Mass., he grew up in New 
Rochelle, N. Y. He was graduated 
from Pace Institute, and later took 
special courses in accounting. He 
was associated with the former 


Collier Service Corp. here for 17 
years, predecessor company of 
New York Subways Advertising 


heres good news... 


for firms selling to or through oil marketers ... from the McGraw-Hill Department 
of Economics’ new study of 1955-1958 capital expenditure plans. 


“Practically 
every 


industry has 
increased its 
plans for 
capital 
spending since 
last fall.” 


manufacturing 


“The upturn in manufacturers’ capital spending 
plans is closely tied to their expectations for in- 
creased sales, both in 1955 and in the years im- 
mediately following. Manufacturers as a group 
expect their sales to increase by 7% on the average 
in 1955, and they expect an average gain of 21% 
over last year by 1958.” 


Production 


Other 
Total 


PETROLEUM INDUSTRY CAPITAL EXPENDITURES 


Actual Planned Percent Change Preliminary Plans 


($ Figures below are in millions of dollars) 


Transportation 
Refining & Chemical 750 
Marketing ..... 


1954 1955 1954to 1955 1956 1957 1958 
$3,300 $3,366 +2 $3,501 $3,568 $3,703 
425 430 +1 387 327 271 
690 —8 656 587 518 

SD 6 cc BOO + op 0s as es b ee os 
> 3 —i oD 
4,900 4,913 0 4,961 4,921 4,920 


In case that 357 million for oil marketing 
in 1956 worrys you, listen to this from the re- 
port: “Preliminary plans for 1956 are only 
about 3% lower than plans for 1955. In the 
past, plans for future years have always been 
sharply lower than those for the current year. 
If preliminary plans are revised upwards— 
as they have always been in the past—1956, 
1957 and 1958 will be years of high, and 


leum 


perhaps record, capital expenditures by 
business.” 

That’s the story as far as the outlook for 
oil marketing is concerned. Your NPN 
representative has the full report with all the 
details if you want to study it. 

COMMERCIAL: Buying plans for ’56 are 
being made now. To get in on them advertise 
in National Petroleum News now. 


onal THE McGRAW-HILL MAGAZINE OF OIL MARKETING 


TRANSPORTATION 


— 


MANAGEMENT 


——— 


MERCHANDISING 


STORAGE 
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| HOLIDAY 
$s is higher ‘n a kite! 


First half of °55 breaks all records for linage 


and revenue...it’s the biggest 6 months in our history! 


Figures for the first six months are all in, and they are not only 
gratifying, they are downright eye-popping. 


We've garnered more than $3 million in advertising revenue dur- 
ing that period, and as you must have gathered by now, it’s our best 
six months ever... best in linage . . . best in revenue. 


This business of breaking our own records is nothing new for 
‘ "aby . . . . 
3 > Holiday. We’ve been in the same pleasant business since we first 
mw became airborne in 1946. 


wad \ That year, Holiday took up its role as spokesman for the delight- 
= ful revolution which is giving millions of Americans new leisure time 
i %, and new diversions to fill it. New mobility, new pastimes, new 

AN 4 enthusiasms. 


7 
\, 
\ J This movement has gained momentum year after year. So, too, 
‘ has Holiday. Each season, more and more astute advertisers make 
ve Yao .* the discovery that their best customers and Holiday’s more than 
woh 


850,000 pace-setting families are frequently one and the same. 


2, Isn’t it high time you did your selling in the pages of Holiday? 


ye HOLIDAY 
a 4 Ny A CURTIS MAGAZINE 
} X “ .. its readers are leaders of 


the big change to everyday holiday living!” 
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SOUTHAM NEWSPAPERS 
GIVE YOU SALES ACTION 


THE 


IN CANADA! 


Advertising Age, June 20, 1955 


_ National Nielsen Ranking of Radio Shows 
Two Weeks Ending May 7, 1955 
All figures copyright by A. C. Nielsen Co. 


a 


ak 
VANCOUVER CALGARY WINNIPEG OTTAWA 
PROVINCE HERALD i TRIBUNE CITIZEN 
EDMONTON MEDICINE HAT HAMILTON 
JOURNAL NEWS SPECTATOR 


The Southam Newspapers have created an enviable record of 


sound, unbiased journalism; accurate and fast news coverage; very real service to the 


communities of which they form an integral part. 


Southam Newspapers more potent . . 


Automatically this combination of integrity and service helps to make advertising in the 


the most sales action for your advertising investment. 


. helps to get 


TORONTO 
The Southam Newspapers 
388 Yonge St. 
K. L. Bower, Manager 


GREAT BRITAIN 
F. A. Smyth 
34-40 Ludgate Hill 
London, E.C. 4, England 


MONTREAL 
The Southam Newspapers 
1070 Bleury St. 
J. C. McCague, Manager 


UNITED STATES 
Cresmer & Woodward Inc. (Can Div.) 
New York, Detroit, Chicago, 
San Francisco, Los Angeles, Atlanta 


YOU GET SALES AC7T/ON WHEN YOU ADVERTISE IN 


THE 


SOUTHAM 


EWSPAPERS 


Current Homes* 
Rank Program (000) 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (1,101) 
1 People Are Funny (Paper Mate, NBC) i ance td eat 2,476 
2 Se NIN SI IIIS SED Acractncriahictnstonsnnionlbscedbesotnoessecsncseccotsseneesens 2,339 
3 Dragnet (Chesterfield, NBC) ...... i sided slundlaskishaisanaaksessiceoun tne 2,293 
4 Lux Radio Theater (Lever Bros., NBC) Ridisciabhoebhnaks 2,247 
5 Our Miss Brooks (American Home Products, CBS) .............cccccccccoscocceose 2,110 
* You Bet Your Life (DeSoto-Plymouth, NBC) ........cccccccccccccssescsecseneeeeeseees 2,018 
7 PR RD GUID cncscdsttvscantcsehsccnctnessbntucconcsseccnsceenbicoesceeneess 2,018 
- My Uitte Margie (Campana, CBS) .......cccccsrcccrcsccsccesscscsccosccescccocscccovesees 1,834 
9 BN PII WEIRD ccescoccttsdinesnnsocesessnssssccbtcercoecccosesesscocneconstssensssoes 1,789 
10 My Little Margie (Philip Morris, CBS) ............cccccccccccccsscssessssceseeseseesesene 1,743 
EVENING, MULTI-WEEKLY ( AVERAGE FOR ALL PROGRAMS) (917) 
1 RN IIIT UII, WUD cca ctkcnnccscesiicncsdesocccsccccciccscovecessborcececeococe 1,743 
2 News of the World (Miles Labs., NBC) ............ccccccosccccccsssescesreseesceereeeee 1,422 
3 Amos ‘n’ Andy (Brown & Williamson, CBS) ..........ccccccccccccscsscecseeeseeeeeee 1,422 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,376) 
1 Guiding Light (Procter & Gamble, CBS) ..............ccccccccccccccccesseenccescerseees 2,385 
2 Young Dr. Malone (Procter & Gamble, CBS) ...............ccccccccccccceccceeseee 2,293 
3 Our Gal, Sunday (American Home Products, CBS).........000...ccccccccccseeees 2,247 
4 Helen Trent (American Home Products, CBS) ............ccccccccccccsccessceneeeceee 2,247 
5 Our Gal, Sunday (Participating, CBS) ...............cccccccceccscsssesseseencenseee 2,277 
6 Perry Mason (Procter & Gamble, CBS) ..............:ccccccesccscesscesseeseeseenncees 2,201 
7 Bie Per ne Bh GI, BD vcccccescccccnsccenccecccesistscoccoccsoccsseccdodes 2,201 
a a I, sion snc sll albcnabaipilln ahbin ns toosesososeudeaiog 2,155 
9 Pe Re Ne I III Bi scaacscnccksbaiccehbnccediunivoscccacescidsbadeccasonsace 2,110 
10 Road of Life (Procter & Gamble, CBS) .............ccccccccccsssscscesesssceeesceceree 2,064 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (459) 
1 Adventures of Rin Tin Tin (National Biscuit Co., MBS) ...........00cccc000e 871 
2 Greatest Story Ever Told (Goodyear Tire & Rubber Co., ABC) ............ 825 
3 Galen Drake (General Foods, CBS) .........:ccccsccessssceessscceesseeesceesseeeeecees 780 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (734) 
1 Nt I oi, sacs bdsscccclecccponebeesocvesecsoosesecs 1,789 
2 Kentucky Derby (Gillette Safety Razor Co., CBS) .........ccccccccccccceseeeseees 1,284 
3 Alan Jackson-News (Texas Co., ABC) .........ccscsssssscsssssecscsscsseessscsseceeeeees 1,009 


* Percentage of homes reached (“Nielsen-Rating”) may be determined by comparing 
the total number of homes reached with 45,859,000, the 1955 Nielsen estimate of 
total U. S. radio homes. 


Videodex Network TV Ratings 
Week of May 1-7, 1955 
Copyright by eae Inc. 


TOTAL HOMES REACHED Rating 
Seca PROGRAM POPULARITY 
Rank Program (000) | Rank Program (%) 
1 1 Love Lucy (Philip Morris, 1 1 Love Lucy (Philip Morris, Procter 
Procter & Gamble, CBS, 140 & Gamble, CBS, 140 Cities) .... 35.5 
Fe 12,328; 2 Toast of the Town (Lincoln-Mer- 
2 Toast of the Town (Lincoln-Mer- cury, CBS, 135 Cities) ............. 34.2 
cury, CBS, 135 Cities) .......... 11,917; 3 Dragnet (Chesterfield, NBC, 123 
3 You Bet Your Life (DeSoto- SS 33.9 


Plymouth, NBC, 143 Cities) .. 11,441, 4 You Bet Your Life (DeSoto- 
4 Dragnet (Chesterfield, NBC, Plymouth, NBC, 143 Cities) .... 33.5 


BER NEED occeccssccescsesccccscccseee 11,052; 5 Disneyland (American Dairy, 
5 December Bride (General American Motors, Derby Foods, 
Foods, CBS, 161 Cities) ........ 10,516 ED sicccisccertitnmndibeosenicess 33.4 
6 TV Playhouse (Goodyear Tire & 6 Max Liebman Spectacular (Hazel 
Rubber Co., Philco Corp., Bishop, Reynolds Metals, Sun- 
Pe, FEF CORED ccceccccccccseses 10,276 beam Corp., 99 Cities) ............ 31.2 
7 Max Liebman Spectacular (Ha- 7 Studio One (Westinghouse, CBS, 
GE CIMERED sacocessoecccreccece 30.7 


Sunbeam Corp., 99 Cities) .. ..10,064 


8 TV Playh Good Tire & 
8 Studio One (Westinghouse, ayhouse ( year Tire 


zel Bishop, Reynolds Metals, | 
Rubber Co., Philco Corp., NBC, 


sa hen “i ayn enseeen oie pari 117 Cities) . OP tS en 30.5 
Co yond 118 ‘Cittes) Pe 9,893 9 Our Miss Brooks (General Foods, 
10 Ford Theater (Ford Dealers, cBS, 67 Cities) Seeeeeeterereeoereeeseee 30.2 
PIE WE IIE ccsccicecccescoese 9,636 10 GE Theater (General Electric, CBS, 
NOTE: Jackie Gleason and George Gobel | Be QD cececresepsessernnpeassevescees 29.6 
were not telecast during the week this * Markets receiving second telecast of 
survey was made. | May 4. 


The NEWS of the ROCKIES 


186 Denver retail advertisers, other than 
department stores, each ran more than 
10,000 lines in 1954. 97 of them ran more 
space in the News, 89 ran more space in 
Denver's evening paper. 


(Media Records) 
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Advertising Age, June 20, 1955 


NEW LUX—In the upper left part 
of this picture is the new gold foil 
wrapping which goes around the 
new Lux soap (AA, June 6). 
That’s the reason for this picture. 
The biggest Lux campaign in his- 
tory, running through the fall, is 
scheduled to introduce the new 
soap. J. Walter Thompson Co., 
New York, is agency for the new 
Lever product. 


Marketing Stressed 
in GF Annual Report 


Wuite Prats, N. Y., June 16— 
General Foods Corp. in its annual 
report for fiscal 1955, which ended 
March 31, released today, reports 
net sales were $824,837,506, an in- 
crease of $42,000,000, or 5.4% over 
fiscal 54. Net earnings were $31,- 
736,552 against $27,913,482 in fis- 
cal ’54, 

Charles G. Mortimer, president, 
points out that marketing is GF’s 
most important function, and that 
a continuing sharpening of mar- 
keting tools is essential. 

“New methods of effective mer- 
chandising and advertising were 
put to use,” he says, “in our effort 
to keep GF brands moving through 
retail stores and into home kitch- 
ens.” 

But Mr. Mortimer does not dis- 
cuss in his report to stockholders 
any details of the company’s ad- 
vertising program. At GF’s office 
here, AA was told that if Mr. 
Mortimer decides to release any 
details on the company’s adver- 
tising it will be done at the annual 
meeting, to be held July 27 in New 
York. In the past few years GF has 
told stockholders at the annual 
meeting how much the company 
spent for advertising. In fiscal ’54 
it spent $62,000,000—an increase 
of $8,000,000 over its ad budget for 
fiscal 53. 


= Addition to the company’s prod- 
uct line of new convenience foods, 
either through development in GF 
laboratories or by acquisition, con- 
tinued to be an important factor in 
the company’s growth, the report 
says. 

Good Seasons salad dressing 
mixes—“salad dressing in an en- 
velope”—were added last year 
through purchase of 4 Seasons 
Inc., Hollywood. New products in- 
troduced included Apple Jell-O; 
three new Swans Down instant 
cake mixes—white, yellow and 
devil’s food; coffee flavor Instant 
Postum; Minute-Man instant frost- 
ing mix; Birds Eye turkey pie; 
Jell-O coconut cream instant pud- 
ding; Gaines canned dog food; and 
two new Kool-Aid flavors—root 
beer and lemon. 

Several changes in organization 
structure were effected in fiscal 
55. These included merging the 
Igleheart Bros. division with the 
associated products division; trans- 
fer of the Post cereals division’s 
headquarters to Battle Creek, 
Mich., and expansion of the general 
research studies of the company. 
Total expenditures for research in 
fiscal ’55 were $5,800,000. Plans 
for construction of a new GF re- 
search center in Tarrytown, N. Y., 
are under consideration. 


= International activities were 
broadened during the year in 
Western Germany, South America, 


Mexico, Cuba, and South Africa 
as well as in England and Ireland. 

The company’s processing facili- 
ties were expanded, with $10,700,- 
000 being invested in plant devel- 
opment. In particular, soluble cof- 
fee production capacity was in- 
creased substantially with a new 
Maxwell House plant at Jackson- 
ville, Fla. 

The front and back covers of the 
current GF annual report show 17 
examples of the company’s maga- 
zine advertising during the past 
year. 

“Good advertising of GF’s 
brands,” the report says, “is par- 
ticularly essential as self-service 
stores increase in popularity. It is 
vital to GF’s over-all marketing 
effort and accounts for a major 
portion of total marketing ex- 
pense.” 


Georgia Beer, Wine Ads 
Must Get State Approval 

Georgia Revenue Commissioner 
T. V. Williams has ruled that all 
beer and wine advertising in Geor- 
gia must be approved by his de- 
partment. The new order brings 
beer and wine ads under the same 
state regulation applied to whisky, 
which requires that advertisers 
must give the revenue department 
copies of the ads to be published, 
along with a list of media sched- 
uled. 

No ad will be approved if it “con- 
tains any ambiguity or false or un- 
true statements or contains mat- 
ters offensive to the morals, good 
order or dignity of the state of 
Georgia or its citizens.” Commis- 
sioner Williams said wholesalers 
and retailers violating the regula- 
tions could lose their licenses. 
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America’s Most Influential Medical Journal 


No matter what product you sell—if you want to influence 
doctors you'll be wise to follow the formula of the world’s 
largest medical advertisers — Pharmaceutical Manufacturers. 
They invest more advertising dollars in the medical market 
than any other combination of advertisers. Last year hundreds 
more pages were placed in Modern Medicine by pharmaceuti- 
cal advertisers than in any other medical journal in the U.S. 


MODERN MEDICINE 


Minneapolis « New York » Chicago « Los Angeles « San Francisco 


Reaches every 
practicing U.S. 
physician un- 
der 65. Total 
medical circu- 
lation, June, 
1955: 139,822. 


IN INLAND CALIFORNIA (AND WESTERN NEVADA) 


DELIVERS MORE 
FOR THE MONEY 


These four inland radio stations, purchased as a 
unit, give you more listeners than any competi- 
tive combination of local stations . . . and at the 


lowest cost per thousand! (SAMS and SR&D) 


In this inland market — ringed by moun- 
tains — the Beeline covers an area with over 
645,000 households, and more retail sales than 


Kentucky. (1955 Consumer Markets) 


NE CLATCHY 


BROADCASTING 
COMPANY 


SACRAMENTO, CALIFORNIA 
Paul H. Raymer Co., National Representative 
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Fulton, Moore Plan Drive to Make 
Quidoor ‘Bigger Than All Outdoors’ 


(Continued from Page 2) 

“We believe that Mr. Moore, 
with his ability, character and rec- 
ord, will bring a fresh point of 
view into the outdoor field,” Mr. 
Fulton said. 

As advertising director of the 
Philadelphia Inquirer, Mr. Moore 
used outdoor signs extensively in 
the Philadelphia market to pro- 
mote the newspaper. 


s “Advertising is basic in any 
field,” he said. “It’s intended to 
influence people and to sell goods 
and services. Outdoor does this 
with direct and vigorous impact. 
I’ve always been a firm believer 
in the outdoor technique that 
makes a fast impression and burns 
it in in a few minutes.” 

Mr. Fulton quickly disposed of 
any assumption that he plans to 
retire or to relinquish active di- 
rection of OAI. 

“Any thought of retiring is 
nauseating,” he declared. 

Concerning plans for the future 
of OAI, Mr. Fulton said that addi- 
tional advertising and promotion 
will be undertaken this fall, and 
that selling efforts will be expand- 
ed under Mr. Moore’s direction. 

It will take several weeks to 
develop a definite theme and to 
plan the advertising and sales pro- 
motion program, he said, but it is 
expected to be ready late this sum- 
mer, and everybody concerned will 
be told about it in detail when it 
is ready. 


® In addition, research along the 
lines of the recent Politz study will 
be continued. The Politz study, 
made in Poughkeepsie, N. Y., last 
year (AA, Sept. 13, 54) produced 
a new basic measurement for test- 
ing the effectiveness of outdoor 
advertising. It showed that the 


average outdoor showing was seen 
22 times per month by 90% of the 
people in the market area and that 
the average exposure time per per- 
son was 32 seconds. 

“We want to expand this re- 
search in a number of markets 
so that it can be projected with 
validity,” Mr. Fulton said. 

Mr. Moore was even more em- 
phatic. He said that he is con- 
vinced that more and better re- 
search is needed in the outdoor 
field, and that if it is used intel- 
ligently it will materially help to 
| increase the growth of outdoor ad- 
vertising. “We need research that 
will help outdoor advertisers do 
better jobs,” he said. 

Mr. Fulton agreed, but he stressed 
that outdoor advertisers are not 
interested in research merely for 
the sake of research, but “as a 
means of getting more sales.” 


® One of the most notable devel- 
opments in outdoor advertising in 
recent years, Mr. Fulton said, has 
been the increased use of posters 
by the food industry. “In 1940,” 
he pointed out, “the food industry 
spent about $2,000,000 a year in 
national outdoor advertising. Now 
it is spending about $17,000,000 a 
year for outdoor, a 550% increase.” 

He attributed this to the in- 
crease of supermarkets and the 
current merchandising practice of 
identifying packaging and adver- 
tising. 

“Outdoor gets closer to the 
point of purchase with its mes- 
sage,” Mr. Moore pointed out. 
“There is a greater need today,” 
he said, “to pre-sell most con- 
sumer products. Outdoor posters 
do this more quickly and with 
greater impact than anything else,” 
he said. 

National users of outdoor adver- 


“We're not interested in re- 

search for its own sake but as 

a means of helping advertisers 
get more sales.” 
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“The development of modern 

packaging and supermarkets 

has increased the impact value 
of outdoor advertising.” 


Wi Bl A MRE TO ck ge 


as 


‘ ee irecee i ihe . 


SR NR Re Be 
Seo pee rf ed 


Oe iss }- od 
a 


5s ii eS 


2 


“Mr, Moore with his ability, character and record will bring a fresh point of view into the outdoor field.” 


tising in 1954 invested $11,580,- | 
000 in the medium. While no) 
breakdown figures are available, 
Mr. Fulton said that better than 
80% of the total volume could be 
grouped under six classifications: 


Automotive .................... 17% 
Gasoline and oil ............ 16 
6 RES SSS See 17 
Beer and wine ................ 17 
ETT 10 
fails casas duccabboons 10 


® When OAI was formed in 1931 
volume was less than one-sixth of 
what it is today. The chief clas- 
sifications at that time were auto- 
motive, beverages and tobacco. 

The principal individual user of 


outdoor today is Chevrolet. In/| 


1931 it was Coca-Cola. 


Nobody knows the dollar vol-| 
ume of outdoor advertising at the 
local level, Mr. Fulton said. The 
best educated guess, he estimated, 
is about $40,000,000 a year. 

Asked what they thought about 
the government’s anti-trust suit 
against the American Newspaper 
Publishers Assn. and the American 
Assn. of Advertising Agencies, 
both Mr. Fulton and Mr. Moore 
declined to comment on the ground 
that OAI is not involved, that 


the matter will have to be resolved 
by the courts, and that it would be | 
injudicious on their part to dis-| 
cuss the case at this time. 

In connection with the govern- | 
ment’s anti-trust suit against the 
Outdoor Advertising Assn. of 
America in which a consent decree 
was entered for the OAAA in. 
1952 (AA, Sept. 15, 52), Mr. Ful- | 
ton said that it clarified a number | 
of things that needed clarification | 
at that time. But he asked to be| 
excused from discussing the matter 
further. 


® On the subject of whether the 
increase of toll highways and in- | 
terstate throughways will affect. 
outdoor advertising, both of the| 
outdoor executives agreed it was. 
unlikely. 

“We are selling markets, not) 
highways, to outdoor advertisers,” 
Mr. Moore said. “During recent 
years the trend in outdoor has) 
been toward increasing concentra- 
tion in specific market areas. 
Rural highway coverage today is 
relatively small compared with 


what it was 20 years ago.” 
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“The outdoor technique is to 
create a fast impression and 
burn it in.” 


“Outdoor gets closer to the 
point of purchase with its mes- 
sage.” 


“Toll roads will not hurt outdoor advertising. We are selling con- 
centrated market coverage today, not highways.” 
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=~) \ June 26*-not May 8*-is the 
“eos Wa Biggest Issue in Our History! 
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NOW—THE BIGGEST ISSUE, THE 
BIGGEST JUNE, THE BIGGEST 
— ARST 6 MONTHS IN 39 YEARS! 
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Two months ago, we reported: advertising vol- Preliminary circulation statement for this year The June 26th issue keystones The American 
ume hits an all-time high in the May 8th issue estimates a new high for The American Weekly Weekly’s big summer food promotion —‘20 Ways to 
of The American Weekly. Now —that record is ~9,966,122. Today, The American Weekly offers Dress Up your Picnic.” Sixteen leading national 
smashed... with the June 26th issue carrying advertisers broader coverage of more strategic advertisers are participating, while over 3,400 super 
more revenue than any other issue in our entire markets, greater strength within those markets. markets, concentrated in key sales cities, are coop- 
59 years. Too, this month of June will be our erating—using American Weekly picnic displays at 
biggest June on record, while the first six months the point of sale and tie-in advertising in their local 
of ’55 stand head and shoulders above any like CIRCULATION OF THE AMERICAN WEEKLY newspapers. Both manufacturers and retailers recog- 
period in our history. 1952-1955 nize that The American Weekly packs the power to’ 

MILUONS OF move more goods off store shelves onto the pantry 

FAMILIES 


shelves of the great American family. 


muMngR Or 22 24 27 29 a 


NEWS FLASH 


Starting Oct. 2, 1955... 
The COLUMBIA S.C. STATE 
joins The American Weekly's 


family of distributing news- 


Beamed to the Enthusiasms of the American Family ye bringing the total 
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(Continued from Page 1) 
pizza pies, cake mixes, rolls and 
biscuits, stews. Also in evidence 
were many frozen fruits and vege- 
tables, pies and fruit juice con- 
centrates. The number of frozen 
| food products has increased since 
last year, AA was told. 

The Original Crispy Pizza Crust 


/|Co., New York, exhibited a pizza 


crust, sauce, and cheese, all pack- 
|aged separately but marketed in 
the same box. The Rath Packing 


= |Co., Waterloo, Ia., showed frozen, 


PLANNERS—Inspecting a scale model 
of the “General Motors Powerama,” 
giant outdoor exposition to be 
staged in Chicago in September, 
are Harlow H. Curtice, president 
of GM, and C. R. Osborn, v.p. in 
charge of GM’s engine group. 


General Motors Will 
Stage Giant Power 
Exhibit in Chicago 

Derroir, June 17—General Mo- 
tors will tell the story of the Diesel 
and turbine engine in a giant out- 
door exposition on Chicago’s lake- 
shore in September. 

The “General Motors Power- 
ama,” which will occupy the 1,- 
000,000 sq. ft. site of the 1933 Cen- 
tury of Progress, will run for 26 
days, Aug. 31 through Sept. 25. 
Everything from dancing girls to 
earth movers will be exhibited to 
an estimated 2,000,000 visitors. 

Harlow H. Curtice, president 
of General Motors, explained, 
“Our aim in the Powerama is to 
unfold the seldom-heard but truly 
exciting story of how relative new- 
comers on the industrial power 
scene—Diesel and gas turbine en- 
gines—are giving the nation .new 
muscles.” 

Among the mechanical giants to 
be shown in actual operation are 
the modern locomotive, saw mill, 
cotton gin, earth mover and fighter 
plane. 


= General Motors will run spreads 
in Life and The Saturday Bvening 
Post in August to give national 
backing to the exposition. On Aug. 
15, advertising will start in Chi- 
cago newspapers. In addition, trade 
publications will carry ads. 

Marine equipment and craft, in- 
cluding a U. S. Navy submarine, 
a pleasure launch and a shrimp 
boat will be exhibited along a spe- 
cially-built pier in a protected 
lagoon, 

The show will celebrate the pro- 
duction this year of the 100,000,- 
000th Diesel horsepower by Gen- 
eral Motors. The following GM 
divisions will participate in the 
show: Allison, Cleveland Diesel, 
Detroit Diesel, Diesel equipment, 
Electro-Motive, Euclid, Fabricast 
and GMC truck and coach. 


Phillips Joins ‘Mechanics’ 

Popular Mechanics, Chicago, has | 
appointed Peyton F. Phillips sales | 
representative for the Pacific! 
Northwest, with headquarters in | 
San Francisco. Mr. Phillips for- 
merly was with W. R. McIntyre 
& Associates. 


Campbell to Friendliness Inc. 


Jack E. Campbell, formerly with | 


Brown & Bigelow, has joined 
Friendliness Inc., Media, Pa., ad- 
vertising specialties company, as 
v.p. and general sales manager. 


McPheron Joins Compton 


Joel McPheron, formerly a v.p. 
of Geyer Advertising, has joined 
Compton Advertising, New York, 
to work on the Socony Mobile Oil 


| chopettes. 


boneless, veal, pork and beef 
Carnation Milk dis- 
played an instant chocolate drink 
powder that contains milk and su- 
gar and is mixed with water to 
serve. All of these products were 
marketed within the past year. 

Among the unusual exhibits 
were a 2,000-lb. cheddar cheese 
and several giant imported sala- 
mis (each weighing about 260 
Ibs). 


= W. H. Crawford, a NARGUS 
director, told AA that there has 
been a big increase in the use of 
automatic machines by retail gro- 
cers. He estimated that 90% of the 
new grocery stores are installing 
automatic checking stands and 
produce wrapping machines. 

The grocers have been heading 
for automation for some time, Mr. 
Crawford said, because of the 
greater efficiency of automatic 
machines. Higher labor costs on 
the West Coast have prompted 
many grocers to install new labor- 
saving machines in order to ob- 
tain a higher sales-per-labor hour, 
About the same number of auto- 
matic machines were on display 
this year as in 1954, he said. 

Grocers have learned that they 
can increase sales by remodeling 
their stores more often, Mr. Craw- 
ford said. He mentioned one gro- 
cer that boosted his sales from 
$3,000 to $15,000 weekly since he 
remodeled his store and bought 
new equipment two years ago. 


® Mrs. Marie Kiefer, secretary- 
manager of NARGUS, told AA that 
store owners have concentrated 
more this past year in training 
helpful to customers. In a conven- 
tion talk, Mrs. Kiefer warned gro- 
cers that the next decade may see 
a shortage of man power to fill 
the needs of a potential demand 
for 40% more goods than is con- 
sumed today. Because higher in- 
telligence levels are now required 
in all departments of a modern 
food store, she urged grocers to 
interest college and high school 
students in what the field has to 
offer. 

Tom C. Solomon, 40, of Marshall, 
Tex., was named “Grocer Father 
of the Year.” He received a en- 
graved watch and an engraved ci- 
tation from the Birds Eye division 
of General Foods, which presents 
the award annually. Mr. Solomon 


’ 


MURIEL F. McCULLUM, ad manager of 

Bulova Watch Co. Ltd. of Canada, 

has been elected president of the 

Women’s Advertising Club of 
Toronto, 


Pre-Cooked Dinners, Frozen Food Products 
Show Increases at NARGUS Convention 


was cited for his civic youth activ- 
ities in Marshall. 


® George P. Larrick, Commis- 
sioner of Food and Drugs, U. S. 
Department of Health, told the 
convention that today’s easy-to- 
serve, processed foods make less 
work for the housewife, but more 
work for the Federal Food and 
Drug Administration. 

“Each additional step in the 
processing of any food introduces 
another point where mistakes may 
occur leading to contamination or 
spoilage,” Mr. Larrick said. 

Alvin V. Hokanson, NARGUS 
president, told association mem- 
bers that the door of opportunity 
for more than 300,000 independent 
food retailers under our free en- 
terprise system may be closed if 
attempts to destroy equality of 
opportunity for all business men 
are successful. 

Mr. Hokanson warned grocers 
that if the Robinson-Patman law 
governing fair business practice is 
weakened or repealed, a ruthless 
few could drive treacherously 
through the business scene, leav- 
ing behind a path of destruction 
among their competitors. He said 
two decades of effort to wipe out 
discriminations are now being un- 
dermined by a resurgence of in- 
jurious business practices. 


® Large corporations that use pred- 
atory practices to injure and de- 
stroy their independent competi- 
tors are operating to their own dis- 
advantage by creating conditions 
that make “big government” inevi- 
table, Henry Bison Jr., associate 
general counsel of NARGUS, told 
the convention. 

“The managers of giant corpo- 
rate enterprises very often forget 
that the best friends they have in 
this country are the independents,” 
Bison declared. “It is the thou- 
sands of independent business men 
in this country who constitute the 
greatest protection we have against 
the scourge of ‘big government.’ ” 


Trenner Sells Film 
Library to Join 
Mutual as Sales V.P. 


New York, June 17—Mutual 
Broadcasting Co., which last week 
had no sales v.p., this week has 
three. 

Top appointment was that of 
Harry Trenner as v.p. in charge 
of sales for the network. Mr. 
Trenner, who went into the tv 
film programming business last 
year after leaving William Wein- 
traub & Co., has sold Station Film 
Library Inc. to General Teleradio 
Inc., New York, majority stock- 
holder of Mutual. He also becomes 
a General Teleradio v.p. 

For 11 years prior to establish- 
ing the film library service, Mr. 
Trenner was a partner and v.p. 
in charge of radio and tv of Wein- 
traub. 

Other new Mutual sales v.p.s 
are Sidney P. Allen, for the east- 
ern division, and Carroll Marts, 
for the central division. Mr. Allen 


= |formerly was eastern sales man- 


ager; Mr. Marts has been director 


*|of Mutual’s central division since 
| 1952. 


Sweet, Weinberg Join Basford 
Donald Sweet, formerly with 


| the ad and sales promotion de- 


partment of American Machine & 
Foundry Co., has joined G. M. 


'|Basford Co., New York, as an ac- 
|| count executive. Arthur Weinberg 


has rejoined Basford as an ac- 
count executive in the public re- 
lations department after two years 
as a writer and editor for the In- 
stitute for Philosophical Research, 
San Francisco. 


Department Store Sales... 


WASHINGTON, June 16—Depart- 
ment store sales for the week end- 
ing June 11 were 3% higher than 
in the same week in 1954, the Fed- 
eral Reserve Board reports. 

For the four weeks ending June 
11, sales showed a 6% gain, and 
for the year to that date, there was 
also a 6% gain. 

Four individual districts showed 
losses, New York, Philadelphia 
and Minneapolis ran 1% behind 
the same week a year ago, and St. 


—— 


Department Stere 
Sales Barometer 


Change From 1954 


Bis 


Week Ended 
June 11, 1955 


Jan. 1 to 
June 11, 1955 


| 


Louis had a 5% loss. Chicago dis- 
trict sales remained the same. All 
other districts reported gains. 

Gains, as reported for each dis- 
trict for the June 11 week, are: 
Boston, 3%; Cleveland, 10%; Rich- 
mond, 1%; Atlanta, 3%; Kansas 
City, 7%; Dallas, 4%; and San 
Francisco, 7%. 


% Change from ’54 
Week Ended 


Federal Reserve May June 


District, Area, and City 28 4 
UNITED STATES +10 +65 
Boston District .............. +13 — 3 
Metropolitan Area 
Boston +12 —4 
Downtown Boston ........... +8 —4 
Suburban Boston ........ +24 — 3 
Cambridge . ............00.:.000 +17 —9 
NEE. Gilntorcecteqevctesessesoccese +24 — 5 
Lowell-Lawrence .........-.. +18 + 6 
Cities 
Springfield .............0.0.s0s000 . +13 0 
PRO CIIIIOD cccicccescscescsscsseseres +17 — 5 
New York District ............ r+ 9 —1 
Metropolitan Areas 
Buffalo +8 +4 
New York-N.E. New 
Jersey +9 —3 
BRITT | <eacsercncensnsapesecseciecnnn +3 —7 
| EE r+ 7 —4 
TOGO saiscectecscccctoceseecscsece r+ 3 +11 
fe r+ 9 +1 
Philadelphia District ........ +13 —7 
Metropolitan Areas 
WiLMINBtON once cccceseeeeeeeee +15 +5 
Trenton r+ 5 —13 
CoRR arsnaitiinsccevnsersincccess r+ 4 — 3 
Philadelphia  ...........c.css00+ r+13 — 9 
Reading +24 —2 
a r+ 8 +3 
Wilkes-Barre-Hazleton r+18 +2 
Cleveland District ............. - 12 +138 
Metropolitan Areas 
ne - —4 +8 
Akron +10 —3 
CIE cccccscccoccsccnnsstsisnen + 6 +7 
COTA crrcccsesecrescescccescnsivns +5 +9 
CORASIAIAIS | secectscccrnsececcstocssenns +13 +11 
Toledo + 2 +7 
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Advertising Age, June 20, 1955 


June 11 Sales Show Only 3% Gain 


RRR ES So a +1 
Wheeling-Steubenville .. He +13 
City 
I, cciilitittienceeceensann +32 +30 
Richmond District ............... +15 —1 
Metropolitan Areas 
WRRROOED easccetcccasctseentocics +17 +1 
Downtown Washington r+14 + 3 
RUE cctnitcsscoccssssccsssccessto r+10 — 9 
IID | tis iks scnctncgnccnsonis +18 +2 
Atlanta District .................... r+16 +11 
Metropolitan Areas 
I tieinicccincercrenes +29 ° 
TROMBOD VUNG ciscsecicsnsecsnccoseses 0 —1 
Been +30 +34 
REEEE Waki. eG ° 
Ee i ie | . 
New Orleans .................0.. 414 + 5 
Nashville ....... +14 +13 
City 
Tampa ........ ieasiemnsiveens ° 
Chicago District . winigasbinetnnsine +7 7 


Metropolitan Areas 


+ 
EY Gitinenitiatinnensistin tf +9 
Indianapolis ccc. + 8B +23 
Detroit + 8 + 4 
EEE ciciientdienn @ — 8 

St. Louis District . atintinbeccveeee +8 +4 


Metropolitan Areas 
Little Rock 
Louisville . 
St. Louis ... 
Memphis 
Minneapolis District 
Metropolitan Areas 
Minneapolis-St. Paul .... 0 
Minneapolis City 
RL fs Saar 
Cities 
Duluth-Superior 
Kansas City District 
—. Areas 
Denver . i SS 
Topeka 
WEEE ° apeveveinisccnseien 
St. Joseph 
AIDUQUETQUE 2.0.0.0... cee 
Oklahoma City ... we 
EE dcnaisibdsabitiainimecenocsiindgececcee 
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Dallas District .......... 
Metropolitan Areas 
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entunreo 


Houston 
San Antonio + 
San Francisco District ... r+ 
Metropolitan Areas 
Los Angeles 
Downtown Los Angeles 
Westside Los Angeles 
Sacramento 
SE UUNIED ‘axccsstninsibtinetisnusobeest 
San Francisco-Oakland 
San Francisco City 
Oakland City 
GD | cectssasescesovessetpionscense 


Sen nneeeereeeeneneeecesoeeesee 


Seat eeeeeeeeeerereseee 


— 


see eeeeeeereeeeeeeeeeeee 


tener eneeeeeeeeeees 


es 
NWeOWONW WS We Oh 


Seattle 


Penne eens eenneeeeereeeeeerenee 


++t++4+ F+4+4+4+444+ 4+4+4+/1++ ++ + 


+) +4+4+4+4+4+4+144+i1+ 


= 


r—Revised. 
*—Data not available. 


Caesar Heads Box Office 

Sid Caesar, who already was a 
major stockholder in the company, 
has been named president and has 
acquired control of Box Office 
Television, New York, closed cir- 
cuit tv producer. Several major ex- 
ecutives left Box Office recently 
to join Sheraton Closed Circuit 
Television, Meanwhile, Wallace A. 
Ross and Edgar A. Rosenberg, 
who have been with Box Office for 
some time, have been named v.p.s 
of the company. 


“Bent the Het vith By Sota Tat 


ements yew ees totted amd yom ame opney tee!” 


DUAL CAMPAIGN—Minute Maid and Snow Crop frozen lemonades, now 

members of the same corporate family, will be featured in six full- 

color pages in Life and Look this summer. Four of the poster-type 

insertions will be for Minute Maid, and two will promote Snow Crop 

lemonade, James Rayen, advertising director of Minute Maid Corp., 

says. Cooperative newspaper ads and in-store displays will be used 
by retailers. Ted Bates & Co. is the agency. 
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He's got to stay home ... to read MI 


...then he rushes out to buy! 


Summer time really brings ’em out in the 
shutterbug league. June weddings, picnics, 
the beach, Dad’s prize delphiniums, that 
long-awaited vacation . . . the season’s spill- 
ing over with subject matter. 


But talk about motivation to keep these 
enthusiastic amateurs buying photo equip- 
ment all year round, and that’s something 
else. Talk about MECHANIX ILLUSTRATED, 
with more editorial pages on photography 
than any other general magazine in Amer- 
ica. Here’s what happens when a typical 
reader gets his copy .. . just 3 simple steps: 
1. He grabs the current issue of MECHANIX 


ILLUSTRATED, reads everything in it, 
makes his buying decisions. 


2. Rushes out to his nearest film dealer, 


photo equipment store, lighting and 
building materials supplier — and buys 


everything he needs to become an expert 
photographer, developer, home movie 
maker. 


3. With MI, his favorite handbook, close by 
— he out-Hollywoods Hollywood; tackles 
lighting, developing, enlarging; builds 
that darkroom — or whatever the job 
may be. 


Buying power? MECHANIX ILLUSTRATED 
readers don’t know their own strength .. . 
and there’s a million of ’em just waiting 
to be shown. They’re the greatest group of 


hobbyists in the world . . . 49.1% earn be- 
tween $5-10 thousand a year... from 
plumbing to photography, they’re itching 
to build or buy anything that challenges 
their ingenuity. The “MI MILLION” is made 
to order for you! 


MECHANIX . 
ILLUSTRATED 


THE HOW-TO-DO MAGAZINE 
A Fawcett Publication 


67 West 44th Street, New York 36, N. Y. 


CHICAGO.DETROIT-LOS ANGELES .SAN FRANCISCO 
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Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING | 


‘Mass Man’ a Myth in Merchandising... 


Diversified Consumers and Products Still Call 
for Pinpointing Appeals to Special Groups 


By Nicholas Samstag 
Director of Promotion, “Time” 


“Every age, they say, has its special bit 
of nonsense. The eighteenth century had 
its noble savage, and the nineteenth, its 
automatic progress. Now we have this 
modern nonsense about the mass man.” 

The quotation is from a penetrating es- 
say by Joyce Carey, the British novelist 
and economist, entitled, ““The Mass Mind, 
Our Favorite Folly.” 

The “folly” is vitally important as it 
applies to marketing and advertising. Re- 
cently marketing experts have been draw- 
ing a lot of attention to the fact that the 
American market is less diversified than 
it was. Talking about this increased uni- 
formity has become a sort of fashion. In- 
deed, there has been so much talk about 
it that the business world has gotten a 
very distorted picture of what has actual- 
ly been going on. 


= The facts are that the market is only 
slightly less diversified than it was; that 
great differences continue to exist among 
the classes or groups inside the American 
economy; that they will always exist 
there; that new differences between 
groups and persons—and hence new di- 
versifications in the market—will continue 
to arise, year after year, time without end. 
The facts in terms of purchasing power 
are simple and known by now to most of 
us. Since 1940 most of the really bottom 
class in America has moved up into what 
we now call the middle class. And prac- 
tically the whole of what used to be the 
20-servant, big estate class has merged 
downward, also into what we now call the 
middle class. And so, although the middle 
class, by definition, has remained the mid- 
dle class, it possesses today almost twice 
the purchasing power it had in the boom 
year of 1929 (with dollar value adjusted). 
Consequently, instead of a lot of sepa- 
rate classes ranging in their supply of 
spending money from those who have lit- 
tle to those who have much, we now seem 
to have (if you stand off and look at cer- 
tain graphs, drawn in a certain way) one 
great, big, rich central mass of people. 


= But this apparent uniformity is a mi- 
rage. The whole “one-level” delusion can 
be brought into perspective by considering 
a simple analogy: 

Suppose our economy was set up like 
the Army. And suppose the Army were to 
cut out all privates, PFCs and corporals 
at the bottom, and all four-star generals 
at the top. Would this result in a one- 
grade army? 

Of course not. The buck sergeant would 
now be lowest man on the totem pole. At 


“If we are not constantly on guard.” says the author of this piece, “a tendency 
to accept a single mass market pattern and a trend toward regimentation 
creeps into all our advertising thinking.” Actually, he asserts, the American 
market is still a highly diversified one, one which demands increasing diversi- 
fication in product and special appeals to special segments of the population. 


a sergeant’s pay, he would be a better 
customer than the private was—but not 
nearly as good a one as the three-star gen- 
eral, now top man. And there would be all 
those other ranks between, at all those 
different income levels. 


® That is pretty much the picture of our 
economy today. There are fewer people 
who have practically nothing and fewer 
people who have practically everything. 
But there are still great differences be- 
tween the people in this country who 
have little and the people who have much. 

There still does exist a low income 
stratum (although it is higher than it 
was). There still does exist a middle in- 
come stratum (although it is much bigger 
and much better able to buy than in the 
’20s). And there still is a very large upper 
stratum—possibly the most important of 
all with respect to the great American ex- 
plosion. 

For this upper part of the income- 
mountain, while it appears to have had 
its spiry pinnacle sheared off, is a great 
deal larger and solider today than it ever 
was. It is growing still larger year by 
year, and it is fuller of vitality than any 
of the other strata or classes. In fact, this 
is the level that, as usual, is bursting with 
ideas, trends and all the new ways of 
living which trickle down to (or are imi- 
tated by) the several lower strata—and 
which must continue so to trickle if Amer- 
ican prosperity is to continue. 


® Two things set people off in a class; the 
economic factor and the social factor. 
When the “one-class-market” people 
speak of one huge middle class, they must, 
then, mean that everybody in the country 
is (1) trending toward a rough equality of 
income; and (2) trending toward social 
equality. But is there really evidence at 
hand that this is so? 

Maybe it is true that we will all end up 
with the same income. This is, I think, 
extremely unlikely. But suppose it were 
to happen? Would this mean that every- 
body will be buying the same things—or 
buying for the same reason? 

Take three American families today 
with incomes of $7,500 a year after taxes 
(which usually means $10,000 a year 
gross); one Back Bay Boston family, one 


Hamtramck-Detroit family, and one West- 
chester-New York family. 


™ The Back Bay Boston family is almost 
shabby genteel. Its income is below the 
level it tries to keep up with. It has seen 
better days and will probably be spend- 
ing a great deal of its money on appear- 
ance—trying to live up to the inherited 
traditions of father, grandfather, and great 
grandfather. The family will be living in 
the best possible taste on $7,500 net a year. 
Their clothes will be simple but unexcep- 
tionable, and so will their limited enter- 
taining. Mrs. Back Bay’s latest big pur- 
chase was to spend $95 for repairing the 
lace tablecloth handed down by Great- 
great Aunt Hester. But there’s no electric 
dishwasher in her house. 

The Hamtramck family will undoubt- 
edly own a fine automobile, probably a 
used car of very recent vintage. But $7,500 
a year is doing very well indeed in the 
group where Mr. and Mrs. Hamtramck 
move. And so they will sometimes put off 
buying furniture and basic clothes—the 
ones they have are good enough. Typical- 
ly, Mrs. Hamtramck has just bought the 
highest priced formica-topped table with 
matching chairs that she could find. She 
does most of her entertaining in the kitch- 
en. 

The Westchester-New York family—a 
junior executive of some sort, his wife and 
two kids—will spend their $7,500 net in 
still different ways. The income of this 
family is, like the Back Bay Boston fam- 
ily, also below the level of the group they 
aspire to. And so appearances count a lot, 
but they will be appearances with an eye 
to mobility. The husband may sandpaper 
and repaint the interior of their home him- 
self. But there will be a big bill for enter- 
taining, and for baby sitters. He spends a 
lot on his suits. His wife’s latest major 
purchase was a set of 24 rock crystal on- 
the-rocks glasses. 

In short, about the only expense these 
families have in common is their federal 
income tax. And this despite the fact that 
they are all typical family units within the 
middle class. 


s Now let’s look at the second half of our 
definition of “a single class,” the part that 
says we are trending toward social equal- 


ity. This is not true now; it never has been 
true, and it never will be true, whether 
people live under capitalism, socialism, 
communism or cannibalism. 

Nor is this a matter of snobbery; it’s 
simply a matter of people. People are dif- 
ferent. They have different talents and 
shortcomings. They are always forging 
ahead and dropping behind, changing 
from one group to another, restlessly de- 
veloping along individual lines. And they 
always will. 

We may have lost our ranks under the 
sergeant level and above the three-star 
level, but in the sweep of the years, there 
have been pulsations like this before and 
there will be again. The scope of income 
levels contracts and swells like an ac- 
cordian. Sometimes the extremes are wide 
apart, sometimes they squeeze closer to- 
gether, and we're in a squeeze period right 
now. But there is always a great range of 
notes, and the Great Musician keeps on 
playing the same sweet melody—the theme 
song of the human race, “Individuality.” 


® Ask any manufacturer if he is getting 
away with less variety today than he had 
15 years ago, and be prepared for a horse 
laugh. Autos are still almost a symbol of 
mass production uniformity, but where is 
this symbol today? 

The 1955 Ford has 17 body styles, two 
different engines, three kinds of trans- 
mission, manual and power brakes, power 
steering and regular steering. It has ap- 
proximately 50 exterior paint colors, in 
single-tone and two-color combinations; 
and it has 34 upholstery combinations in 
the four price lines. 

All of this adds up to 116 different 
choices that a Ford buyer has to—or can— 
make. But how many different Fords are 
there? Ah, instead of adding each of the 
figures just cited, you multiply them, for 
if there are two engines and 17 body 
styles, they make 34 combinations there 
alone! 

Popular Science recently published an 
article about Chevrolets in which it was 
pointed out that “every man, woman and 
child in the city of Oshkosh, Wis. (popu- 
lation 41,084), could buy a 4-door sedan 
of Chevrolet’s middle or 210 line, and no 
two of them would be exactly alike.” And 
there are two other Chevrolet lines. 


® Take another example, the International 
Shoe Co. In its last annual report Interna- 
tional complains about the “constant in- 
crease in the variety of shoes demanded 
by and placed before the consumer.” It 
goes on: “The consumer has been pro- 
vided with an ever-increasing choice of 
shapes, patterns, colors and other charac- 
teristics which make for an almost infinite 
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variety of shoes.” As a result, the report 
continues, “The retailer...must have 
larger and larger stocks to satisfy the de- 
mands, desires, whims, and caprices of the 
many different men, women and children 
with feet in hundreds of sizes to be 
fitted...” 

Or take Anheuser-Busch. Budweiser 
beer is marketed in 7-ounce, 12-ounce, 32- 
ounce returnable bottles, 12-ounce and 26- 
ounce one-way bottles, 12-ounce cans, and 
of course, barrels. And these various bot- 
tles and cans are packed in 6-unit cartons, 
12-unit cartons, 24-unit cartons and 36- 
unit cartons. Other breweries have as 
many varieties of packaging—and some, 
of course, also handle many different 
kinds of beers and ales. 

Now, who is buying all this variety of 
things? Everybody? All at the same pace 
and at the same rate? Hardly. 


® Recently Fortune estimated that all the 
money in the United States expendable 
for things and services above and beyond 
the sheer necessities was $36.4 billion a 
year. Fortune’s economists call this money 
“discretionary income.” At any rate, it is 
all in the hands of families with net in- 
come (after taxes) above $4,000 a year. 

There are a great number of American 
families today with after-tax net incomes 
over $4,000—23 million of them. And this 
is such a large total that the mirage of the 
“one big middle class” seems to loom up 
all over again. But let us have a closer 
look. 

These $4,000-and-up-net-income fam- 
ilies account for all the marginal money 
in the country. This chunk of money, 36 
billion dollars, is the great target of mar- 
keters and advertisers. But 78% of the 
chunk is in the hands of only about 5,000,- 
000 families with net incomes over $7,500. 

Does that sound like one, great, uniform 
mass of Americans? Almost 80% of all the 
loose money in the U. S. in the hands of 
10% of the families! 


® But income, of course, is not the only— 
or even the major—measure of similarity 
or difference. There is a great law of in- 
equality which might be worded as fol- 
lows: “Unlike water, people seek different 
levels. Everything else being equal, people 
will still be different.” 

The point is that the individual grows 
more individual as his income rises and he 
can afford to indulge his innate desire for 
differentiation. 

Some may observe that as the income 
of the individual rises, he tends to become 
more and more conservative. This does 
not, however, mean that he tends to be- 
come less and less individual. It can well 
mean the opposite. 

His conservatism expresses itself in his 
outward appearance and the front he puts 
on before the world, and in his tendency 
to risk his money less and less. But as his 
income rises, he tends more and more to 
indulge subtle and expensive wants, visi- 
ble only to his close friends and to those 
who know him well. (Aren’t your own 
tastes more individual today than when 
you had just gotten out of school and got- 
ten married? And yet you’re probably 
more conservative now than you were 
then.) 


® Up to now we have been talking about 
the bedrock laws of human nature and 
philosophy. I have tried to show how and 
why the distributive specialists in Amer- 
ica have tended recently to forget the great 
differences existing among American 
groups and among American individuals. 
Advertising cannot afford to forget these 
differences. An advertising campaign 
based on a single appeal to an imagined 
single average prospect is a robot cam- 
paign—it overlooks most of the market. 
Repeated again and again, a series of such 
ads or direct-mail units merely keeps 
talking to the same people, ignoring 80% 
or even 90% of the audience. 

Let me explain. In all advertising it 
seems to be almost standard practice to 
build campaigns around what we call “a 


single theme.” The purpose, of course, is 
to provide a continuity of impression. But 
too often we interpret “a single theme” as 
meaning “a single manner, a single tone of 
voice.” 

Advertising is the art of persuading 
groups of people to do things, whereas 
selling is the art of persuading individuals 
to do things. And it might well be said 
that advertising becomes most effective as 
it approaches closest to the ideal of selling. 


= You can, of course, break down your 
appeals in any advertising campaign to 
the point of absurdity—where you have a 
special mailing, for example, to all blue- 
eyed people living in the Panhandle of 
Texas who were born while the moon was 
full. My only point here is that one should 
constantly try to approach the limit of 
specialization. An advertiser’s question to 
himself should always be—not “How can I 
get away with one idea that appeals to 
everybody?”—but “How many different, 
personalized appeals can I profitably use?” 

Take a campaign of testimonials, for 
instance. Every personality type doesn’t 
respond to—or even like—the idea of tes- 
timonials. Some people say “So what?”; 
some people say “It’s a snob appeal.” And 
so a series of 12 mailings in direct mail, or 
six advertisements in a newspaper or mag- 
azine series (all based on testimonials), 
is aiming over and over again at the same 
kind of person in the market. 


= My plea here, considering the differ- 
ences existing in any market, is for a 
campaign that tries to reach “all of the 
people some of the time.” One piece might 
be full of reasons why; the next might be 
humorous and gay; the next might record 
a result story; the fourth might be as sta- 
tistical as a Dun & Bradstreet report. 
There are all sorts of personality types in 
one’s market, and if you don’t get Joe 
Doaks with one appeal, you may get him 
with another. The major strategy is to try 
to reach all of the people, at least some of 
the time. 

The advertising man must use his copy 
and art, his media and marketing, not like 
one big megaphone but like a series of 
radar beams with which he searches out 
the many different kinds of people who 
constitute his market. 

If we are not constantly on guard, a 
tendency to accept a single mass market 
pattern and a trend toward regimentation 
creeps into all our advertising thinking. 
What principles in your marketing or pro- 
motion have become regimented in recent 
years? Aren’t there several ways of ad- 
vertising your product which you assume 
are right? How long has it been since you 
tried the techniques you assume are 
wrong? Maybe things have changed. May- 
be what was once wrong is now right. 


® Marketing and advertising must change 
as basic conditions change. We must keep 
trying to find new kinds of people ‘> 
measure our markets and prepare our ads 
for us, people whose minds work the way 
the minds of our prospects work at that 
moment. 

We must look for new ways of printing 
and mailing, new ways of getting atten- 
tion (sometimes by whispering—some- 
times by shouting). Tomorrow we must be 
so unexpected that we dare to resuscitate 
a device first used 30 years ago; the day 
afterwards, we must be first to reserve 
poster space on the rockets going to Mars. 

And above all, even if it hurts—espe- 
cially if it hurts—American business must 
be prepared to see its favorite ideas and 
its favorite products either change beyond 
recognition or be replaced by new prod- 
ucts and new ideas. 

For business dedicated itself to change 
when it dedicated itself to advertising. 
And so it must be prepared to see all 
things go—all things, that is, except one. 

And that one exception is the sanctity 
of the individual—the right of the original 
mind to create and build and think its way 
through to an ever brighter future. 
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Every once in a while the liquor people will take a stab at getting some 
{ feminine appeal in their ads—on the assumption, justifiably founded, that oc- 
casionally the fair sex partakes of the bottle. 

At no time in our memory, however, has there ever been such a result as 
| this ad for Spey Royal, showing Mr. John, the hat designer, holding an over- 
$ size highball glass and looking for all the world as if he had just fallen down, 
stumbling drunk, in a litter of hat boxes. 

Mr. John’s hair is quite rumpled. He distinctly has bags under his eyes. 
That hand up to the head unmistakably says that he doesn’t know quite where 
he is at, as the saying goes, or where he is going. 

We have felt this way many a time—fortunately, not among hat boxes. 4 
We have also looked, we suspect, as Mr. John looks—bewildered, directionless 
but, all in all, with a what-the-hell attitude about the whole thing. 

We notice in small type that the distillers of Spey Royal were, by appoint- 
{ ment, whisky distillers to the late King George VI. What’s happened recently? 
Does Liz live strictly on tomato juice? And how about that highly desired 
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Looking at Radio and Television... 


There's a PR Job Needed 
on the Network-Advertiser Set 


By The Eye and Ear Man 

There is trouble brewing that is causing 
concern for the already badly strained 
public relations between the networks 
and their customers. The tiny straw that 
is causing the revolt is the charge-up 
from $75 to $500 for rehearsing and pro- 
jecting a half-hour film show. 

The irony of the matter is that here, 
for once, the networks can advance a good 
argument in favor of the charge. The $500 
is a small per cent of the cost of a good 
half-hour film and a whole studio crew 
using expensive scanning equipment must 
check it. The ire was caused (1) by the 
per cent increase from $75 to $500 and 
(2) by the unceremonious way it was an- 
nounced. 

The cause of the trouble is that the 
charge is coming due soon, since NBC 
announced it late last year and CBS, soon 
after. The protection of six months given 
to old advertisers has about expired and 
the bills will be coming in with the 
charge. Originally, when the subject was 
discussed, the assumption was made that 


after some angry fist-waving, the boys 
would pay it. Now some of the largest ad- 
vertisers are threatening to deduct the 
charge from their bills. 


® If this happens—and it seems certain to, 
in several instances—what then? Will the 
networks give in and forget a relatively 
small charge? Will they collect where 
they can and compromise where they 
cannot? Will they modify the charge? 

Incredibly, even the quality leaders 
have been guilty of making deals with 
hard-to-handle advertisers. The secrecy 
of the deals and the mercurial nature of 
them has been repugnant to advertisers 
believing in firm policies. 

The $500 film rehearsal charge can be 
the catalyst to improve these relations. 
But will it? Chances are that just anoth- 
er cancer will be created—another strain 
in the testy relationships that sparked an 
unwanted congressional investigation of 
the television industry. 

Does this not, then, call for develop- 
ment of real leadership in the tv indus- 
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Thanks to the retailer, no one tops us! So whenever any magazine 
claims that it generates more retail food advertising than 

GOOD HOUSEKEEPING, that publication is excluding a very 
important part of the picture—the overwhelming amount of 
newspaper space featuring products with the Guaranty Seal. 


Here are the facts on how food retailers spent 
their newspaper advertising money in 1954: 


GOOD HOUSEKEEPING . . . 4,053,017 lines 


fee 6 EN 6 See 1,755,233 ” 
re oth ae ee ee 789,051 ” 
Ts. ue Ce eee o 392,997 ” 
a ee eee oe ae 383,839 ” 


Woman's Home Companion .. . 37,555 ” 
Core 6 Oe ee eee 36,634 ” 
Ladies’ Home Journal . ... . 3,587 ” 


Source: Advertising Checking Bureau 


“‘An increase of over 2200%” 


GOOD HOUSEKEEPING really moves 
merchandise—time and again it increases 
sales, as no other magazine does! 
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try? Is not the hour approaching for a 
rational approach to mutual problems of 
network and advertiser—instead of ex- 
pediency governing network policy—in- 
stead of the most evil, irritating, noisy, 
threatening schlag operators getting bet- 
ter deals than advertisers who accept net- 
work proposals as firm policy—instead of 
“the customer be damned,” “we have a 
higher responsibility” attitude? 


® At one network it is almost impossible 
to get a face-to-face meeting with the 
men responsible for policy. And then the 
results are generally arbitrary and often 
unrealistic. At another network the pol- 


On the Merchandising Front... 


icies are decided, but the decisions are 
best described as slow and puzzling. 

Leadership on the network level in 
dealing with advertisers needs improve- 
ment. The men working for the networks 
are able in many directions, but lacking 
in this one. Someone, who need not be 
the top level management but who has 
authority to make on-the-spot decisions, 
should be appointed by each network to 
go out and interview advertisers, discov- 
er their irritations, their long-range prob- 
lems and do something about it. Until 
then, life is going to be a series of angry 
irritations for network and advertiser 
alike. 


Shipping Cartons Can Be Effective 
Merchandising Units 


By E. B. Weiss 
Merchandising Consultant 

Over the last year, I’ve written perhaps 
five or six of these columns on the gen- 
eral subject of the shipping carton. I’ve 
been making these basic points: 

1. The shipping carton is due for re- 
study from the merchandising standpoint. 

2. The shipping carton is due for re- 
study from the “handling” standpoint in 
every step of the warehousing and store- 
floor operation. 

3. The shipping carton is due for re- 
study from the standpoint of its uses as a 
promotional unit both in transit and when 
it reaches the retail floor. 

An excellent example of how the ship- 
ping carton can be brought more closely 
into line with current merchandising re- 
quirements, while simultaneously per- 
forming better some of the other functions 
listed above, is currently being furnished 
by Cannon Mills for its sheets. I think 
some of the ideas developed by Cannon for 
its new shipping carton have an applica- 
bility in distantly removed merchandise 
classifications. 

(And, incidentally, I should like to add 
that here is, at least, one answer to that 
usually-difficult-to-answer question: 
“What is merchandising?” ) 


s Cannon sheets are now being shipped 
in a new, small-size carton. It’s called the 
Dozen-Pack. It contains one dozen sheets, 
or four dozen pillowcases. It may be 
bought in six-carton minimum shipments. 
Sheets may be ordered one dozen each of 
any size, grade, type or color. Pillowcases 
may be ordered in units of four dozen 
each. Colors may be mixed for pillow- 
cases—one dozen each of a color. 

Now—what advantages does Cannon’s 
Dozen-Pack offer the merchant? (And I 
suggest that manufacturers in a number 
of fields might consider how these advan- 
tages might apply to their own merchan- 
dise classifications.) 

1. It permits complete assortments with 
a minimum inventory. In a line subject 


to sizes, grades, types, colors, etc., this 
matter of inventory requirements is be- 
coming a problem of increasing concern to 
wholesalers as well as retailers. 

2. It enables the retailer to achieve a 
balanced inventory by sizes, colors, types, 
etc., so as to achieve a maximum turn- 
over. This, too, is a problem of increasing 
concern in distributive channels—a prob- 
lem made still more acute by the rather 
rapid increase in colors, styles, price lines, 
etc. 


s 3. It makes possible refills without a 
major investment. Very definitely this is 
a considerable advantage to the retailer. 
It is also a considerable advantage to the 
manufacturer, because when refills are not 
made promptly, stocks become unbalanced 
and some numbers become out of stock— 
a condition that slows down turnover, 
cuts into volume, negates a good deal of 
the national advertising investment, etc. 

4. It simplifies inventory taking because 
there are fewer broken cartons. It also 
makes for easier stockroom handling—the 
filled Dozen-Pack weighs only 20 lbs. and 
a tear-strip permits easy opening. Here we 
get into that critical area of labor costs; 
mounting labor costs are the bugbear of 
wholesaling and retailing, This is true in 
the “office” as well as on the warehouse 
floor. Incidentally, the Dozen-Pack will 
probably fit in well with some of the 
newer “material handling” techniques that 
are being developed to cut the cost of han- 
dling inventory—another pet topic of 
mine and which I find is now becoming a 
subject of considerable discussion at trade 
meetings and by the trade press. 

5. It makes a definite contribution to- 
ward simplifying the servicing of branch 
stores—a very interesting point. 

6. And, finally, it serves as a pre-pack 
for one dozen purchases by the shopper. 
Indeed, it could be used to encourage one 
dozen purchases by the shopper. This is a 
real contribution to that perpetual retail 
problem of lifting the average sales check 
—a problem never more important to the 


ordering. 


‘Discount Selling’ Reprints Available 


Reprints of the four Weiss articles re-evaluating the discount and off- 
list selling situation are now available. The price is $1 for single copies, 
80¢ each for 5 to 49 copies; 70¢ each for 50 to 99 copies; 55¢ each for 100 to 
499 copies; 40¢ each for larger quantities. Use this handy coupon for 


Library, ADVERTISING AGE, 200 E. Illinois St., Chicago 11, Ill. 
Enclosed is $—————_,, for which send me —————- 
series by E. B. Weiss discussing discount houses and off-list selling. 


copies of the four-part 


Name (please print) 
Address 
City Zone No. State 


retailer than it is at this very moment. 

It appears to me that Cannon Mills has 
done an excellent piece of merchandising 
planning with the new Dozen-Pack, It is 
precisely the sort of development with 
respect to the shipping case, the physical 
handling of merchandise, etc., that I have 
been both predicting and campaigning for 
in recent months. 

For some reason, the shipping case tends 
to be something of a hold-out when it 
comes to new concepts. It is very much in 
the same position occupied by the resale 
package years ago; nobody “dared” to 


Salesense in Advertising... 


tM gett 8 es eae 4 Be oe ae 
Voy Re: Re Sor ae wee Se 


nn a eee Be 


Advertising Age, June 20, 1955 


tamper with the package either with 
respect to size of the sales unit or design 
of the package. Similarly, the shipping 
case, especially insofar as contents are 
concerned, is still looked upon as a sort of 
holy of holies. Tradition dies hard here. 

Cannon has brilliantly shown some of 
the things that can be done—and should 
be done—to make the shipping case a 
more effective merchandising unit, a 
more effective promotional unit, a more 
effective selling unit. It won’t be long be- 
fore many more manufacturers take the 
cue. 


Emotional—or Reason Why? 
Let Your Common Sense Decide 


By James D. Woolf 


(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 


Most admen, I believe, have a great deal 
of faith in what is commonly referred to 
in our business as “reason-why” copy, a 
term that is said to have been originated 
by Lord & Thomas’ John E. Kennedy. 

The term, as I un- 
derstand it, means pre- 
cisely what it denotes: 
copy that seeks to cre- 
ate desire and convic- 
tion with reasons why 
the product will confer 
benefits on the pur- 
chaser. 

The reason in a 
given case may deal 
with what the product 
is: it is made of solid gold, or of tempered 
steel, or of Sea Island cotton; it is pre- 
shrunk, or color-fast, or is 100% water- 
proof; it is copper-bottomed, or is lined 
with glass, or is of twice the average 
thickness. 

Or the reason may deal primarily not 
with what the product is but what it does: 
it eradicates dandruff, or it removes film 
from teeth, or it prevents athlete’s foot, 
or it cuts cooking time in half, or it costs 
only pennies a serving. 


James D. Woolf 


® Utilitarian considerations such as these 
are often the sole reasons in a buying 
transaction. Yesterday I eavesdropped on 
a man buying a pair of shoes in Chicago’s 
celebrated Maxwell St. curbstone market. 
With a look of almost desperate anxiety 
on his face, he examined several pairs 
with microscopic care and cross-exam- 
ined the salesman with searching ques- 
tions. He wanted hard-pan reasons why 
the shoes would give him his money’s 
worth; his concern was strictly utilitarian; 
subjective satisfactions—pride of owner- 
ship, for example—played no part in his 
considerations. 

Although I am a strong believer, de- 
pending on the product and the problem, 
in hard-pan, fact-packed, reason-why 
copy, I know as well as anybody that not 
all buying transactions involve strictly 
utilitarian considerations. 

The classic formula for an effective ad- 
vertisement, as I have frequently said in 
this column, consists of two parts: (1) a 
problem (the reader’s); (2) a solution 
(the advertiser’s). Such an advertisement 
promises the reader an answer to a need 
or want. I suspect some of us tend to for- 
get, when we think in terms of reason- 
why copy, that our reasons are not always 
utilitarian in nature. The man who buys 
a Countess Mara tie, for example, is buy- 
ing a subjective satisfaction and not a 


mere length of silken cloth. 

However, I tend to believe that recently 
we admen are carrying this subjective 
satisfaction business a bit too far. More 
than a few copywriters of my acquaint- 
ance are bemused and dazzled by what 
the man with the black eyepatch has done 
for Hathaway shirts, as well as by what 
the bearded Commander Whitehead has 
achieved as an ambassador of good will 
for Schweppe’s beverages. One copy chief 
of my acquaintance, a top man in a big 
eastern agency, tells me that never of late 
does he sit in on a creative meeting that 
doesn’t involve an exploration of subjec- 
tive satisfactions. 

No matter how utilitarian the product— 
an automobile tire, a kitchen stove, a 
brand of work shoes, or a cake mix—it 
seems that somebody invariably brings up 
the man with the black patch. “See here,” 
this somebody says, “I don’t think women 
care a hoot about all the mechanical ad- 
vantages possessed by our gadget. Look 
what the one-eyed man did for Hathaway! 
Let’s think up a gimmick like the black 
patch, or like Commander Whitehead’s 
beard. That reason-why stuff the old- 
timers used to write isn’t any good in this 
modern era.” 
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® Ask any intelligent and experienced ad- 
man and he will agree that people often 
spend their money for subjective satis- 
factions. So will Jim Adams, who writes 
the Cadillac copy. 

But many of us forget that work shoes 
and automobile tires and kitchen stoves 
are not Cadillacs and Hathaway shirts. 
Neither is a tube of toothpaste, or a pack- 
et of razor blades, or a box of soap flakes. 

I am not opposed to appeals to subjec- 
tive hankerings. I am not opposed to 
motivational research. I am opposed only 
to our unthinking acceptance of this new 
“ism” as the one and only way to create 
salesense in advertising. 

The urgent need today in advertising 
is the need for the exercise of more com- 
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Tips for the Production Man... 


Photoclip Inventors at Work 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler 

& Associates, Mendota, III.) 

A few weeks ago I ran a piece headed 
“Calling All Inventors,” in which I dis- 
cussed the need for some kind of a clip 
or attachment as handy as a paper clip 
but which would permit photos to be 
attached to copy without damage to the 
emulsion of the photo. This appeal has 
aroused a bit of action and some letters 
of suggestion. 

wo inventors wrote in. One said he 
had the solution but needed help in mar- 
keting the clip. I referred him to a man- 
ufacturing stationer. Phil Brady of New 
England Mutual said this was just the 
incentive he needed to invent the per- 
fect photoclip. He reports that a patent 
attorney friend has already been to 
Washington to see about a patent search. 

“If no other genius has anticipated me,” 
writes Phil, “I'll proceed to get a patent, 
find that manufacturing stationer you 
mentioned, and collect royalties. I’ll see 
that you get a supply of the widgets 
when, and if, they reach the marketing 
stage.” 


® Another letter, with a helpful sugges- 
tion, came in from Ruth Roland of the 
business development department of 
Beneficial Management Corp., Newark. 
She writes: 

“Hallelujah! Also Amen! As editor and 
publisher of five internal house organs 
a month, receiving news and pix from 
all over the country and Canada, I’m 
with you on this problem. 

“My happy little helpmates, however, 


G. D. Crain Jr. Says... 


have conjured up more ideas (wrong) 
for attaching pictures to paper. They 
use pins (straight, safety and bobbie!). 
They ‘frame’ the pictures in cellophane 
tape; they identify the subjects by typing 
around the edges of the snapshots!” 

Miss Roland herself prefers a small 
strip of masking tape, attached to back 
of picture and to top of copy sheets. Says 
she learned this gimmick at a Dennison 
gift-wrapping demonstration, and no 
longer needs to call a braveheart and 
strongarmed messenger to pull the pic- 
ture off the paper. 

Cometh also H. E. Anderson, Evanston, 
Ill., who calls our attention to some of 
the flat metal as well as plastic “guides” 
used on the visible record files in many 
offices. He says these work out admirably, 
and that he also uses Scotch tape with 
the tips folded under so others may re- 
move photo from copy easily. 

co ae * 

Tape is fine for attaching one sheet of 
copy to a photo, but when you have 
several photos and quite a batch of copy 
this system is not feasible. Ditto when 
you just have a bunch of pictures. Some 
of the needs for a suitable clip serve a 
purely temporary purpose, such as when 
you are in a caption-writing spree and 
have photos and sheets of copy all over 
your desk and want to keep them at- 
tached temporarily. 

So we will use tape when we have 
time, regular paper clips (blushingly) 
when in a hurry; but in the meantime 
hope for the marketing soon of a better 
product. Meantime we'll look into Mr. 
Anderson’s flat visible record guides 
as a possibility. 


Advertising Is a Competitive Business 


The suits filed by the Department of 
Justice against the Four A’s and the 
media associations allege violation of the 
Sherman anti-trust law. That means that 
these groups are accused of stifling com- 
petition in the advertising business. 

The fact that advertising is probably 
the most competitive business in the 
country, and is far more competitive now 
than in 1917, when the acts complained 
of are alleged to have been initiated, 
would seem to be a fairly complete an- 
swer to the charges. If in fact advertising 
is conducted in an atmosphere of vigor- 
ous and increasing competition, it follows 
that any violation of the law must be of 
a highly technical and practically in- 
nocuous character. 

The basis of the charges against the 
media associations is that they recognize 
certain agencies and do not recognize 
others. The lists of recognized agencies 
are sent to members of the media groups, 
and the apparent assumption of the De- 
partment of Justice is that these media 
refuse to do business with, extend credit 
to, or grant agency commissions to other 
advertising agencies. 

The statement becomes slightly ridicu- 
lous when it is pointed out that there are 
only about 1,000 agencies which have any 
kind of media association recognition, 
while there are over 3,000 reported by 
the Bureau of the Census to be engaged 
actively and profitably in this business. 
Apparently these agencies manage some- 
how to get paid for their services. 

As everyone with any experience in 
the business knows, media of all kinds 


are competing aggressively with others in 
the same fields, and are competing with 
equal vigor against those in other clas- 
sifications. No media group has any kind 
of monopoly or exclusive hold on the 
business of advertisers. Newspapers com- 
pete with magazines and _ broadcast 
media; publications compete with direct 
mail; broadcasters compete with outdoor. 
The number of ways in which an adver- 
tiser can reach his public is almost un- 
limited. It is literally impossible for any 
media or media group to monopolize or 
control the advertising business. 

With this kind of competition in effect, 
media solicit advertisers and agencies 
constantly and vigorously, overlooking 
no sources of possible business. The 
generally narrow margin of profit in 
publishing and most other media fields 
means that volume is their only salva- 
tion. Hence media are interested not in 
restricting their sources of business, but 
in expanding them. Few agencies which 
are believed by media to have sufficient 
financial responsibility to pay their bills 
have difficulty in getting business accept- 
ed on a commission basis. 


= It has been made clear that the gov- 
ernment does not undertake to say that 
an individual media owner can’t pay an 
agency commission to anyone he chooses. 
Also it is not illegal, by any stretch of the 
imagination, for associations to supply 
credit information to their members. 
Thus even if the media groups discon- 
tinued their recognition systems, and 
confined their services to credit informa- 


tion, the media would still have the 
facilities for determining their own in- 
dividual agency recognition, without the 
aid of a formal list supplied by a media 
group. sas 

The question of the agency commission 
is involved in these suits, to the extent 
that collusion among publishers to offer 
discounts to certain preferred agencies 
and not to others, and to agencies and not 
to advertisers, is charged. Again the rec- 
ognition of agencies as middlemen who 
act for publishers in the sale of their 
space is not affected, as far as the in- 
dividual media owner is concerned. 

Classification of customers, such as 
wholesalers and retailers, by manufac- 
turers and purveyors of services, is an 
accepted method of pricing. Few busi- 
nesses offer the same discounts and net 
prices to all customers. Hence the trade 
discount to agencies which serve as in- 
termediaries between the seller and the 
buyer is not involved, as far as the indi- 
vidual medium is concerned. 

Competition among media is the reason 
why house agencies, set up by large ad- 
vertisers as a means of obtaining the 
lowest net rates, have been able to oper- 
ate. But experience in this field, while 
demonstrating that individual media ex- 
ercise their own judgment in extending 
recognition, does not indicate that adver- 
tisers necessarily profit through by- 
passing independent advertising agencies. 

The largest advertiser in the country 
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operated a house agency for many years. 
It had universal recognition, and bought 
space at a 15% discount. But it discon- 
tinued its house agency, apparently be- 
cause it thought it could get more for 
its money by having its advertising pre- 
pared by independent agencies. Their 
creative abilities must have been rated 
higher by this advertiser than the facili- 
ties available through its own agency 
group. 

Other advertisers have been known to 
buy agency service on a cut-rate basis. 
One of the great names in the household 
field was promoted by a company which 
for many years was reputed to get its 
service at less than 15%. The business 
was recently sold. Apparently buying 
agency service below the normal figure 
does not always prove profitable; ap- 
parently agencies usually do earn the 
15% commission. 

It is difficult to understand how the 
Department of Justice was able to con- 
vince itself that the agency recognition 
system and the 15% agency discount 
system interfere with free competition 
in advertising, in view of the obvious 
facts about this business which are ap- 
parent to anyone with even slight famili- 
arity with it. 

While the government may be able to 
win a technical victory, it is my predic- 
tion that the result will not change the 
present method of conducting the busi- 
ness in any important way. 


Fe mest ee 
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By Clyde Bedell 
(Mr. Bedell is a consultant in crea- 
tive advertising and advertising 
training.) 


At the left is an ad as it appeared 
in a great paper. Nothing wrong with it 
as far as it goes. But the headline copy 
—which is trusted to get people to read 
the body copy—doesn’t go far enough 
in my opinion. 

At the right is a revision. 

People interested in floor coverings 
will read a long floor covering headline 
as willingly as a short one. 

So why not make the headline long 
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enough to suggest this isn’t just another 
carpeting? Why not go far enough to 
suggest the copy is worth reading in 
terms of the benefits and advantages 
the reader will gain from purchase? 

Why not say enough in the headline 
so that even the poorest of prospects, 


or simply curious readers, get a little 


education or sell if they read only the 
headline, and then stop? 

Generally the best creative strategy, 
I think, is to get some sell in the head- 
line all times possible, so the advertiser 
gets something for his money, even 
among those who read only the head- 
lines. 
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Bride-to- 


The new Curtis Magazine 


This quarterly is published in 


15 Sectional Editions 


National Advertisers 


This magazine gives national advertisers, for the 
first time, the combination of a national circula- 
tion plus local appeal in 15 separate editions. The 
same advertisement can run in all editions or 
can be changed in any or all of them. 


Local Advertisers 


This magazine provides an inexpensive medium 
with national prestige—to reach brides exclu- 
sively. Local advertisers can buy the edition in 
one or more territories. It affords an excellent 
opportunity to develop co-op programs. 


Bride-to-Be, sold only from newsstands, at $1.00, is edited specifically for girls about to be married. 


*k 


Brides market represents about $3000 per bride—$4,500,000,000 annually. 
Bride-to-Be, the new Curtis magazine, offers you the opportunity to reach 
this fast-spending—newest-spending market. Phone or write for details today. 


How this new magazine will help you sell 


Bride-to-Be, a new quarterly magazine, is printed in the Ladies’ Home Journal page size. Edited to 


help brides in buying trousseaux, linens, furnishings—everything for the home—even the home itself! 


Here’s How Bride-to-Be Will Help You Reach 
This 4.5 Billion Dollar Market! 


1. National advertisers have a rate of $1250 per page for 
black and white. Color page rates supplied on request. 


4. Cooperative advertising can be developed with any re- 
tailer in any or all of the 15 sections. Copy changes can 
be made from section to section without additional cost. 


5. Copy testing can be conducted by changing ads from 


2. Ceremonial fashion and resort advertisers rate is only section to section or by testing on a regional basis. 


$900 per page. 6. Long readership is an automatic dividend for all ad- 
vertisers, because Bride-to-Be is used by each reader 
from weeks to months. It is a national magazine with 
local interest from the local section. 


3. National advertisers desiring local impact on a nation- 
wide scale, can use 15 different local dealer listings or 
15 different sectional advertisements, for only $1950. 


You can tell the bride what to buy, where to buy nearby 


New York— 

460 Park Ave. 

Phone: PLaza 1-2950 
Chicago— 

185 N. Wabash Ave. 
Phone: DEarborn 2-1053 


Atlanta— 
75 Eighth St., N.E. 
Phone: ATwood 2456 


Los Angeles— 
808 Subway Terminal Bldg. 
Phone: MUtual 8-3856 


Bride-to-Be Magazine, Inc. 
a Curtis Subsidiary 
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Eve Mercker Joins Mumm 


Eve Mercker, formerly special | 
fashion consultant and coordinator | 
for Steve Hannagan Associates and 
Ted Bates & Co., New York, has. 
been named to the new post of 
public relations director of Mumm, 
Mullay & Nichols, New York. 


TERRITORIAL ENTER RIop 


VIRGIRAA CITY, NEVADA 
Largest Weekly Paper In 
The Entire American West 


(ABC Reded - Nos Sectartan 


Jaguar Moves to 
C&W, Steps Up 


Merchandising 


New York, June 14—The sleek 
British Jaguar is currently enjoy- 
ing its greatest sales year in the 
American market. 

Jaguar Cars North American 
Corp., subsidiary of the British 
manufacturer, allows that its agen- 
cy, H. B. Humphrey, Alley & Rich- 
ards, has done “an excellent job, 


leaving nothing to be desired,” in 


ADVERTISERS © AGE 


ience has proved it. 


Every day—somewhere—a claim is made 
for Libel, Slander, Invasion of Privacy, 
Copyright Violation. 
INSURE THIS HAZARD! 

x "Our adequate and amazingly inexpen- 
; sive policy is a smart safeguard — experi- 


WRITE FOR DETAILS 
AND RATES 


EMPLOYERS ~ 
REINSURANCE 


NCIES e CLIENTS 


CORPORATION | 


insurance Exchange 
Kansas City, Mo. 


introducing the sports car in this 
market. 


All of this notwithstanding, Cun- | 


ningham & Walsh announced today 
that effective Sept. 15, it will take 
over advertising for Jaguar. ai 

Everett Martin, advertising and 
public relations manager for Jag- 
uar, emphasized to AA that “we 
have nothing but the highest re- 
gard for H. B. Humphrey, and our 
changing agencies is no reflection 
on them.” 

He explained that the switch 
to Cunningham & Walsh is dictat- 
ed primarily by merchandising 
considerations. “We feel that 1956 
will be a crucial year for foreign 
cars in the U.S.,” he said. “The 
erder-taking phase has passed, and 
the emphasis now must be on point 
of sale support.” 


® Mr. Martin told AA that Jaguar 


| Cars plans to go all-out in building 


up a strong dealer organization, 
with hard selling at the local level. 
| Beginning next year, it will handle 
distribution of Jaguar cars east of 


| 


imei Vie RE Oa 


YNDEN  Dekious £e 


NO BONES—Washington Cooperative Farmers Assn., Seattle, is pro- 
moting Lynden boned chicken and turkey and chicken fricassee, 
using outdoor posters, radio spots, bus cards and point of sale ma- 
terial. The latter part of the campaign is handled on the West Coast 


by Pacific Indoor Advertising. For the outdoor drive, 


in Pacific 


Northwest, Texas, Rocky Mountain, Pittsburgh and New England 
markets, the agency is Rune Goranson Co., Seattle. 


the Mississippi. Hoffman Motor Co. 
is the present distributor in this 
area. 

Mr. Martin said Jaguar intends 


THESE FACTORS INFLUENCE 


TO DETERMINE in what respect well-read advertisements 
differ from poorly read ones, McGraw-Hill Research made a 
study of all advertisements on materials handling equipment 
which appeared in a McGraw-Hill publication during one 
year. Then, 100 of these ads that ranked lowest in readership 
were compared with the 100 that were highest. An analysis 
of readership scores shows that the highest rated advertise- 
ments average 244 times higher readership than those in the 


lowest readership group. 


COMPARISON: When these two groups of advertisements 
were compared according to color, bleed, size, copy, illustra- 
tion and headline it showed that the best read advertisements 


predominate in the number that — 


* Have color 
* Have bleed 
* Are larger in size 


* Are directly informative on the product 


* Have illustration featuring product in use . . . showing 


people 
* Mention product 


CONCLUSION: This study of Starch Readership scores 
(covered in Data Sheet #3012) demonstrates that the proper 
use of the factors listed above have an important bearing on 


or advertiser in headline 


the readership of business publication advertisements. 


TO SERVE YOU: McGraw-Hill Research is one of the 
services maintained by the McGraw-Hill organization for its 
advertisers. If you want facts on subjects related to advertis- 
ing performance and effectiveness, ask your McGraw-Hill man. 


- 
M-GRAW-HILL 


eo 


NcGRAW-HILL 


PUBLISHING COMPANY, INCORPORATED 


@ 


330 WEST 42nd 


ApD 


STREET, NEW YORK 36, N.Y. 


OVER A MILLION MEN IN BUSINESS AND 


INDUSTRY PAY TO READ McGRAW-HILL BUSINESS PUBLICATIONS 


OF BUSINESS 
PUBLICATION ADVERTISING 


COMPARISON OF 
ADVERTISEMENT READERSHIP 
BY PHYSICAL CHARACTERISTICS 


CHARACTERISTIC HIGHEST | LOWEST 

ADS ADS 

COLOR 4-Color 7 0 

2-Color 45 15 

Black & White 48 85 

BLEED Had bleed 9 3 

No bleed 91 97 

SIZE OF 2 Pages 14 0 

SPACE 1 Page 81 63 

Fractional 5 37 

PEOPLE IN Product with people 70 50 

ILLUSTRA- — Product without people| 28 26 

TION No people or product 2 16 

Nothing featured 0 5 

People without product 0 3 

HEADLINE = Product 57 40 

Tradename 20 12 

wo Advertase 57 | 24 
100 because 


headlines Company other 


may mention 


than advertiser 4 3 


more than one 


No company trade- 


ve seca name or product 24 | Al 
No headline 1 7 
COPY Product copy 89 66 
Institutional 9 21 
No copy 2 5 
Literature offers 0 8 
FEATURE Product featured 98 76 
OF ILLUS- — Product not featured 2 | 19 
TRATION No feature 8) 5 
TYPE OF Product in use 71 42 
PRODUCT Other product pictured| 27 | 34 
PICTURED Product not featured 2 19 
No feature 5 


to establish the biggest parts-serv- 
ice setup of any foreign car manu- 
facturer in this country. Jaguar 
now has a national network of 240 
dealers, 140 of them east of the 
Mississippi. 

The distribution channel has al- 
ways been a major headache for 
the car importers. Because of the 
franchised dealer system operating 
in the American industry, foreign 
manufacturers have had great dif- 
ficulties getting adequate dealer 
representation. This, in turn, has 
contributed to consumer apprehen- 
sions about obtaining parts and 
service for foreign makes. 

Mr. Martin said that with its 
improved dealer organization and 
new merchandising program, Jag- 
uar will be able to do a real selling 
job—“the American way.” 


® He reported that consumer sur- 
veys conducted by Jaguar show 
there are plenty of potential buy- 
ers for the British car, “and we 
intend to go after them with an 
aggressive selling program.” 

At H. B. Humphrey, Jaguar rose 
to become the leading foreign car 
advertiser in the country. Mr. Mar- 
tin says this leadership will be 
maintained. Jaguar spent $60,000 
on magazine space in 1954, and its 
budget was increased this year. At 
Cunningham & Walsh, billings 
are expected to be considerably 
greater. 

With the exception of a 14% dip 
last year—a bad year, in general, 
for foreign cars (AA, Feb 14)— 
Jaguar has steadily improved its 
market position in America. It 
sold 1,702 cars here in 1951, 3,349 
in 1952 and 3,914 in 1953. Last 
year unit sales dropped to 3,365, 
but Mr. Martin told AA that sales 
this year are 40% ahead of 1954, 
and it appears that close to 6,000 
Jaguars will be sold here in 1955. 

Jack E. Rice Jr., who joined 
Cunningham & Walsh in January, 
after 20 years with Ford Motor Co., 
will be the Jaguar account execu- 
tive. He was formerly U.S. adver- 
tising manager for the English 
Fords. 


Doyle Dane Adds Four 

Doyle Dane Bernbach Inc., New 
York, has named William Taubin 
art director, Leonard Press an ac- 
count executive, Henry Yaris an 
assistant account executive and 
William Casey copywriter. Mr. 
Taubin formerly was art director 
at Douglas D. Simon Advertising; 
Mr. Press was an account execu- 
tive at Hirshon-Garfield; Mr. Yar- 
is has been with McCann-Erickson 
and Mr. Casey comes from Harry 
B. Cohen Advertising Co. 


Salk Joins Screen Gems 


Robert H. Salk has resigned as 
general manager of Station Films, 
a subsidiary of Katz Agency, to 
join Screen Gems, New York tv 
film producer-distributor, effective 
Aug. 1, as director of sales. Diane 
Young, formerly with Art Frank- 
lin Inc., has joined the advertis- 
ing and promotion department of 
Screen Gems. 
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Current Deals and Offers 


Listed below are a variety of offers by advertisers taken from the 
Thursday, May 26 issues of newspapers in ten cities. The ten are widely 
scattered geographically and are used often by advertisers as test 
markets. For that reason, ADVERTISING AGE feels that the offers listed 
here give a fairly representative sample of deals that are being offered 
by advertisers. 

The newspapers used here are the San Diego Tribune, Louisville 
Times, Dallas Times Herald, Hartford Times, Cleveland Press, Pitts- 
burgh Press, Providence Bulletin, Grand Rapids Press, Madison Capi- 
tal Times and Boston Herald. Since many of these offers are national 
and tend to appear in many of these newspapers on the same day, 
whenever an offer is listed for the first time, all the other cities in 
which it appears are given. These offers are not listed again for the 
newspapers in those cities. 

Product or Store 


Ad Size Offers 


Hartford Times 


3x100 5¢ off on regular can. Also in Providence. 

4x 160 Siveiuctsey offer. Buy one bottle get second 
or l¢. 

Buy two cans of instant liverwurst spread, get 
instant ham spread free. Also in Providence. 
Get free chicken recipe book by writing in. 
Chance to win year’s supply of groceries, other 
prizes, in sentence completion contest. 

Get silver cleaner plate free with purchase two 
regular-size packages. Also in Providence. 
Eight Firestone Foamex coasters for 50¢ plus 
premium coupon from Downyflake package. 
Also in Pittsburgh and Providence. 

Save 5¢ on four-pack package. Also in Provi- 
dence. 

Send in box top, get purchase price refunded. 
Save 10¢ on jar of mayonnaise. Also in Pitts- 
burgh and Providence. 

Free three-way lid-flipper by sending in label. 


Glim liquid detergent 

Wish-Bone Italian-style 
Salad dressing 

Stahl-Meyer instant meat 
spreads 

Waybest poultry 

Tri-Nut margarine 


Oakite Cleaner 
Downyflake frozen waffles 


4x125 


3x130 
7x230 


1x70 
2x205 


Delsey toilet tissue 


Rad White Crystal bleach 
Kraft mayonnaise 


5x200 


5x200 
5x200 
Colonna grated imported 1x65 
Parmesan cheese 


Cleveland Press 


2x95 Free Sea and Ski tanning cream with purchase 
of Stopette lotion. 

4x200 Coupon in ad worth 10¢ off regular price. Also 
in Madison. 

3x95 Send in for free reducing diet book. Also in 
Grand Rapids, Louisville, Dallas, Madison, 
Pittsburgh and Providence. 

5x165 Buy four tires, get men’s or ladies’ wristwatch 
free. Two-cell flashlight free with purchase of 
10 gals. of gas, tricolor flashlight free with oil 
change and lubrication. Dealers listed. 


Stopette lotion spray 
deodorant 
Am-O powdered ammonia 


Domino cane sugar 


Seiberling tires 


Pittsburgh Press 


3x55 5¢ off regular price. 

5x200 Regular bottle of any flavor for only 5¢. Get- 
acquainted offer. 

5x195 Coupon in ad worth 10¢. Also in Madison. 

5x170 20¢ off 4-oz. jar, 10¢ off 2-oz. jar. 


Solvento cleaner 
Canada Dry soft drinks 


4 Fishermen fishsticks 
Sanka instant coffee 


Madison Capital Times 

3x165 Wear shoes for week, return if not satisfied. 
Also in San Diego. 

5x200 $2.25 stainless steel place setting for $1 plus 
eight trademark coupons from 50-lb. bag. 


Thomas McAn shoes 
King Midas flour 


San Diego Evening Tribune 


4x150 Send in trademark from package for free flap- 
jack turner. 

4x145 — six-cup teapot, get package of 48 tea bags 
ree. 


Albers Flap Jack pancake 
and waffle mix 
McCormick tea 


Dallas Times Herald 


Half Page Send in panel from four-roll pack, get 25¢ 
5x155 5¢ off regular price. 


Zee toilet tissue 
Mrs. Tucker’s Meadolake 


margarine 
Hilite furniture polish 
Gladiola cake mixes 
Modess sanitary napkins 


4x165 
5x200 
Page 


3x155 


Cash in 15¢ coupon received in mail. | 
Coupon worth 23¢ on two boxes. 
Get $6 Flutterby petticoat for $2 with tab 
from package. } 


Ipana toothpaste Special combination offer, two tubes for 69¢. 


Louisville Times 


4x150 Coupon worth up to 25¢ in bag. 

3x160 Free Davy Crockett tent with Norge washer. 
Free frozen food saw for coming in to see 
demonstration of Norge washer. 

4x150 25¢ off regular price. 


Robin Hood flour 


Durkee’s deep frying oil 


Grand Rapids Press 


6x200 $1 pean ball for 50¢ with flap from half-gallon 
pack. 


Swift's ice cream | 


Boston Herald 


3x10 Toothbrush plus toothpaste, worth $1.06 for 79¢. 
3x265 $1 off on seven cans. 


Colgate toothpaste 
Swift’s Pard dog food 


Providence Evening Bulletin 


Pine-It disinfectant 3x80 5¢ off regular price. 


TV Programs Appoints 
Bernard, Five Others 


Television Programs of America, 
New York, has added six men to 
its sales staff for a total of 38. 
Heading the list is Leon Bernard, 
who resigned from Ziv Television 
to become midwestern division 
manager for the tv film producer 
and syndicator. 

Other newcomers with their as- 
signments are Jack Burmbach, 
formerly of MCA-TV, Pacific 
Northwest; James Gates, previous- 
ly with Frederic W. Ziv Co., New 
England; Murray King, former tv 
producer-director, Cleveland and 
environs; Donald Menard, former 
sales manager of WENS-TV, Pitts- 
burgh, Detroit and vicinity, and 
Barry Winton, previously of Of- 
ficial Films, the Richmond terri- 
tory. 


Goodman Heads Framer Unit 


Walt Framer Productions, New 
York, has set up a tv syndication 


department to be headed by Dan 


Goodman, formerly tv sales direc- 
tor of Harry S. Goodman Produc- 
tions. Framer will offer stations 
live packages that can be produced 
locally with their own talent. 


Fuller Heads t.f. Club 

Richard Y. Fuller, Plant Engi- 
neering and Power Engineering, 
has been elected president of the 
Eastern t.f. Club, New York. Other 
new officers are John R. Duble, 
Pit & Quarry and Concrete Manu- 
facturer, lst v.p.; George M. Ber- 
nard, New Equipment Digest, 2nd 
v.p.; Halsey Darrow, Industrial 
Marketing, secretary, and Joseph 
F. Ryan, Design News and Pur- 
chasing News, treasurer. 


Westinghouse Moves 

Westinghouse Broadcasting Co. 
has moved its headquarters to 122 
E. 42nd St., New York. The compa- 
ny will continue its offices in Bos- 
ton, Philadelphia, Pittsburgh and 
Washington. It operates three tv 
and six radio stations. 
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NOW your questions—and hundreds of others—about 
the car dealer market have concrete answers! Again 
through the research facilities of AUTOMOTIVE NEWS, 
an exhaustive study has been made of 436 car dealers 
of all makes in towns of all sizes. 


Remember AUTOMOTIVE NEWS’ 1952 car dealer mar- 
ket study? Again the readers of the industry's only weekly 
newspaper were asked for facts about their business. Again 
they told AUTOMOTIVE NEWS: What they buy. Who 
buys it. From whom. 


The “How to Get Your Share of the Big Car Dealer 
Market” brochure summarizes this, the biggest product 
research effort in the car dealer field. Facts and figures 
meticulously compiled and certified by R. L. Polk reveal 
how vast is the sales potential for you. 


SEND FOR YOUR COPY TODAY 
Or contact the AUTOMOTIVE NEWS representative 
closest you. He carries with him 257 pages of detailed 
information about the survey. He’d welcome the oppor- 
tunity to answer your questions and to help you get 
your share of the big car dealer market. 


More car dealers subscribe to AUTOMOTIVE NEWS, 
the only weekly newspaper of the industry, than any 
other automotive publication. 


MANUFACTURERS, TOO!! 


Automotive News reaches two great markets 


Makes of Cars Sold 
Cars Sold Per Year—New and Used 
Trucks Sold Per Year—New and Used 


Size of Dealership by Quantity of New Cars 
Sold 


Average Percentage of Parts and Accessories 
Purchased from Local Jobbers 


Annual Dollar Volume of Purchases from 
Local Jobbers 


Percentage of Service Absorption 


Average Percentage of Service Work Done 
on ee Other Than Make Handled by 
Dealer 


Mechanical and Service Work Performed 
Percentage Breakdown of Services Performed 
Bump and Paint Work Performed 

Brake Service 

Service Station Facilities 

Replacement Parts and Customer Labor 
Tires, Batteries, and Accessories 

Equipment Owned 

Other Services 


Thousands of key executives of vehicle, parts, equipment 
and accessory companies are also paid subscribers. Their 
purchasing influence represents a multi-billion dollar mar- 
ket. Ask your Automotive News representative about our 
Engineering, Production, Materials section. 


The subscription price of $8 per year, paid by 42,000 
(ABC) subscribers, is the highest in the industry. So is 
the subscription renewal rate: 85.76%. 


Buying Influences 
How to Reach the Market 
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NEW YORK: Edward Kruspak, Advertising Mgr., Ray Billingham, Howard E. Bradley, 51 E. 42nd St., Murray Hill 7.6871 
_— DETROIT: R. L. Webber, Michigan Mgr., William R. Maas, 2666 Penobscot Bldg. Woodward 3.0495 
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Audits & Surveys Co. Offers Reports 
of Retail Sales on Total Market Basis 


New York, June 14—A new con- 
tinuous, nationwide, monthly prod- 
uct audit—covering sales, inven- 
tories and purchases at the retail 
level—is now being offered con- 
sumer goods manufacturers by 
Audits & Surveys Co., New York. 

This research service, called 
“The National Total-Market Au- 
dit,” is said to be the first and only 
continuous and comprehensive na- 
tionwide retail audit reporting the 
brand-by-brand shares of the total 
market held by competing manu- 
facturers. The information is ob- 
tained from a national representa- 
tive sample of total retail outlets, 
within which actual physical au- 
dits of inventories and purchases 
are conducted and reported on a 
regular basis. 
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Audits & Surveys Co. is headed 
by two partners, Solomon Dutka 
and Robert Williams, both former 
research executives with the Elmo 
Roper organization. Mr. Dutka also 
was formerly chief sampling statis- 
tician of Dun & Bradstreet. Joseph 
Slattery, formerly with Dun & 
Bradstreet in marketing research, 
is director of the company’s serv- 
ice development. Benjamin Lip- 
stein, formerly in charge of statis- 
tical techniques in the office of 
statistical standards, U.S. Bureau 
of Labor Statistics, is technical di- 
rector of the company, which was 
organized in 1953. 


= The company is currently con- 
ducting monthly audits for a num- 
ber of competitive manufacturers, 
Mr. Slattery said, but he declined 
to name them or say how many are 
being serviced. Products covered, 
he said, include lipsticks, facial 
creams, shampoos, home perma- 
nents, hair tonics, and insecticides. 

“The basis of the service,” Mr. 
Slattery said, “is the concept of 
the product audit as opposed to 
type-of-store audit. In a product 


audit the total retai! market for a 
product is measured in all kinds 
of outlets in which the product is 
sold. In type-of-store audit the 
retail market for a product is 
measured in certain selected types 
of stores only. 

“For example,” Mr. Slattery said, 
“a national total-market audit of 
dentifrices covers a national prob- 
ability-selected sample of all retail 
outlets in which dentifrices are 
sold, whether they are department 
stores, drug stores, grocery stores, 
general stores, variety stores, or 
others. Type-of-store audit, on the 
the other hand, is restricted to 
certain types of stores, such as 
drug stores, which may or may 
not sell the product. It measures 
the retail market for dentifrices 
found in drug stores only. The ex- 
tent that the product involved is 
sold by other stores is not reported, 
and the total market therefore is 
unknown. 


= “This concept of total-market 
audit is new in the field of retail 
audits,” Mr. Slattery said, “and 
calls for advanced sampling tech- 
niques and auditing procedures. 
“The 3,136 counties and parts of 
counties covering the U. S. were 
first grouped into 1,893 primary 
sampling units,” Mr. Slattery ex- 
plained. “The 1,893 primary sam- 


ia > HOT SUMMER MARKET 


~~ 


Visitors by the million jam Florida's breeze-cooled Gold Coast all summer long! 


% Building continues to break all-time records — leading the nation for the 7th straight year! 


* Retail sales boom all year ‘round, now total $1 % billion annually 


* Population is up 9% in a year to 1,100,000 


Best of all, you can sell the year-round Gold Coast market at remarkably low cost thru the 


blanket coverage of The Miami Herald. 


JOHN S. KNIGHT, Publisher 


STORY, BROOKS & FINLEY, National Reps. 
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Affiliated Stations — WQAM, WQAM-FM 


The Miami Herald ALONE delivers the Greater Miami Market 


See your SB&F man today. 
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GOVERNOR APPROVES—With California’s Gov. Goodwin J. Knight as 
he issued a proclamation making June “California Long White Po- 
tato Month” are Francis P. Pusateri, secretary-manager of the Kern 
County Potato Growers Assn.; Donal F. Maupin, manager of the 
Potato Advisory Board; James Molica, the McCarty Co., agency for 
the Potato Board, and H. W. Kelly, assemblyman from the 39th dis- 
trict. The Potato Board is holding a nationwide consumer promo- 
tion in June and July. 


pling units, designated as PSUs, 
were then grouped into 71 strata, 
with the 12 largest PSUs included 
in the sample with certainty. These 
are the 12 top metropolitan areas. 

“The basis for stratification of 
the remaining 59 strata were: by 
region (of which there are nine) 
size of city, percentage of urbani- 
zation and retail growth between 
1940 and 1950. 

“Within each of the sampled 
PSUs a sample of small non-over- 
lapping land areas called Sanborn 
clusters and enumeration districts 
were selected. These are precise 
clusters,” Mr. Slattery said, 
“where we use Sanborn fire insur- 
ance maps, and all retail outlets 
are enumerated within these clus- 
ters. 


@ “Where Sanborn maps are not 
available, the business census 
enumeration district is used as the 
sampling unit. In urban centers it 
may be one or more blocks, while 
in open country areas it may in- 
clude one or more minor civil 
divisions. 

“On the average,” Mr. Slattery 
said, “there are about 50 retail 
stores per enumeration district. 
This figure will range in some cases 
to 150 stores. 

“A sample of 150 business enum- 
eration districts was selected for 
portions of the primary sampling 
audit not covered by Sanborn map 
materials. Thus, by these succes- 
sive steps of random selection, a 
sample of over 12,000 retail and 
service outlets of all kinds is ob- 
tained, which is representative of 
all such outlets throughout the 
VU. 8S.” 

Field enumerators are specially 
trained, Mr. Slattery said, and are 
supplied with complete kits con- 
taining all materials needed. The 
enumerator fills out a store classi- 
fication form for each outlet lo- 
cated in the assigned area. 


® Agreements are made with each 
store in the panel for cooperation 
and the maintenance of all in- 
voices and credit memos. At the 
opening of each period, the re- 
search company’s auditors inven- 
tory initial stock on hand item by 
item, by brand and size. At the 
close of each period, the auditors 
again count all inventories of the 
products, and also check purchase 
invoices and credit memos. Retail 
sales for the elapsed period are 
then computed by the formula: 
opening inventory, plus purchases, 
minus closing inventory equals 
sales. 

At the company’s headquarters 
here, data is carefully checked, 
edited, coded and machine tabu- 
lated. Results are projected by 
brand to national, regional, city 


size, type of store and size of store 
totals. 

Reports, made bi-monthly to 
clients, give consumer sales, dealer 
purchases, inventories, distribution 
by store count and percentage of 
stores handling, distribution by 
product sales, out of stock items, 
and average number of days’ stock 
on hand. All data are presented for 
the total U.S. major sales districts, 
city size, product type and size, 
type of store, size of store, and 
whether chain or independent. 


® The audit program also provides 
clients with periodic re-enumera- 
tion every six months of all outlets 
in this same national probability 
sample of areas, to take account of 
the expanding and contracting dis- 
tribution of a product. Thus it is, 
to a degree, self-correcting, Mr. 
Slattery said. 

Audits & Surveys Co. has been 
associated for several years with 
supplying monthly total retail 
sales, inventory and purchase fig- 
ures for radio and television sets 
to the Radio-Electronics-Television 
Manufacturers Assn. This has be- 
come a regular part of the asso- 
ciation’s monthly report to its 
members. The same sample ap- 
proach and the same research tech- 
niques used in this trade associa- 
tion audit, Mr. Slattery said, are 
used in the national total-market 
audit. 

Subscription costs for the audit, 
he said, depend on a number of 
factors, among which are the num- 
bers and combinations of products 
involved. When the interests of the 
client are defined, prices are sub- 
mitted in formal proposals. 


Y&R Adds Hotel Division 
of International Sterling 

Young & Rubicam, New York, 
has been appointed to handle ad- 
vertising for the hotel division of 
International Silver Co., Meriden, 
Conn. Cunningham & Walsh, New 
York, the former agency, gave it 
up because it has had a competi- 
tive account, Towle Silversmiths, 
Newburyport, Mass., since Jan. 1. 

Y&R now handles advertising for 
International’s hotel division, In- 
ternational Sterling, International 
Stainless and 1847 Rogers Bros. 
McCann-Erickson, New York, still 
has the Holmes & Edwards divi- 
sion. 


Grant Promotes Brown 

James A. Brown Jr. has been 
appointed media director of the 
Dodge account in the Detroit of- 
fice of Grant Advertising. With 
Grant the past two years, Mr. 
Brown formerly was associated 
with the Armorplate division of 
Rockwell Spring & Axle Co. and 
James Vernor Co., both in Detroit. 
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Photographers 
Will Open First 
Outdoor Campaign 


Cuicaco, June 14—Hoping to tap 
what it believes is an “unlimited” 
potential, the Photographers Assn. 
of America is moving into the first 
lap of its first major advertising 
campaign since 1929. 

The “unlimited” potential for 
photographers—particularly por- 


Advertisements in 


MACHINE DESIGN | 


OUTDOOR PORTRAIT—Here is one of three posters which will go up 
across the country in October, November and January to boost 
trait men—lies in sentimentality, portrait photography studios, members of the Photographers Assn. 


Fred Quellmalz Jr., executive of et 
manager of the association ex-| en around the country who, in 
plained. 


i t ith j 
But, he said, others in the sent- GrekEe; Have SapereneNes Wi McKesson é Robbins 


: , : . td i and found them suc- 
iment-selling business, florists and| Cessful. ts Starts ‘Drug Store 
gift-sellers, have been more ag- 


, To date, some 900 studios, most- ™ 
gressive and have moved ahead of} 1, ; Il towns, have responded| Sho pers Guide’ 
the photogs. Now it’s time for the|,-. ee ee ae » P 


to the program. The association 
camera experts to start going aft- palin 9 thot many more of its 5,- New YorK, June 9—McKesson 
er that potential, he added. ’,| & Robbins, Bridgeport, Conn., has 


100 members will follow along o oo ae 
very soon. Meanwhile, it has guar- + woe F Sings zh | amg berg 


anteed to its agency it will under-| 7 onty national advertisers have 


ae PRE a nr f bought eight pages in the news 
Only a very small percentage o and advertising quarterly which 


studios now do any advertising. | ; 
The association hopes, Mr. Quell- prirw wonelieg a guaranteed 2,000,000 


maltz told AA, that the campaign Herman C. Nolen, exec. v.p., 


cago, got together with the asso-|; d will e e studios to! i... a: : : : 
ciation to produce a program for ae ena pty ann individualized promotion to con- 


any studio—whatever its size or sumers and prospects in the stores’ 
budget. Three designs were pre- 5 7 lea , own trading area.” He said the 
pared to start the program rolling.| "Th association is sponsoring @| newspaper will build store traffic, 
Newspaper ad mats made from photo contest to celebrate its 75th | increase sales, and add prestige 
the posters will be available lat-|@™Miversary. It will select from) for the stores as headquarters for 


=" The association, composed 
mainly of portrait photo studios, 
selected outdoor advertising as the 
medium to give the most for the 
least to studios which ordinarily 
do little, if any, advertising. 
Outdoor Advertising Inc., Chi- 


er on, Mr. Quellmalz said. photos submitted, the most photo-| health and beauty items. e 
genic woman born in the same| “Our early reports indicate that th 

ay All of the posters are beamed] Sear as the association 1880. The|we underestimated the taiie.| fCCEIVE FMC 
expectation that they will arouse winning photo will be wes @ building qualities of the Guide,” 
young girls, parents and business verona next year's -outdoor' he said. 
ea reed org ae yn Outdoor Advertising Inc. ap-|® The Guide, which costs drug 
photographer J pointed Bailey Martin, v.p., to as-| stores $30 per thousand, is mailed 

The first poster to go up in Oc- sist the association in its program. | to people ona list provided by the e 
toleee. tien .4 ivena d photo of a W. E. Long Co., Chicago, was | retailer himself, or a list compiled same h igh 
little ‘girl with the headline. “The named to handle advertising early | by Reuben H. Donnelley Corp. on brewed ul 
Favorite Gift. Christ en Pore this year. a specific geographic basis, or a 
trait.” , list of rural routes or box holders. 

Tae seated, ter Mevedber and Caddigan to DuMont Labs Four yearly issues are planned. 


: . | The i issue, mailed between 
Christmas, has a portrait of a James L. Caddigan, formerly di- Stave taal Starch 10 Bo gyocoy 
. white-haired gentleman with the rector of programming and Pro-| sentrate on beauty and health ‘ 
: headline, “Outshines All Gifts.” duction for DuMont Television| j+..45 and Easter gifts. reader interest 
The third has a picture of a young! Network, New York, has moved Ths ei Gee walled be- 
girl, framed by a heart, and says,| to the parent company, Allen B. tween May 20 and ‘Jen » 1. will 
“His Heart’s Desire, Your New| DuMont Laboratories, as director push Father’s Day items gradua- 
Portrait.” of Electronicam marketing. The tion, summer and vacation needs. 


Electronicam is DuMont’s new SYS-|"ne fall issue, mailed between 
® The poster campaign is the re-| tem for fast filming of a live tv Aug. 20 and Sept. 1, will promote , 


sult of the suggestions of studio! show. back-to-school needs, vitamins and 


medicine cabinet specials. A holi- t h 
day issue will be mailed between as e 
Nov. 15 and 25. 


® Advertisers pay $8,500 a page 
in the Guide. The summer issue 
is 12 pages and the fall paper may 
run to 16 pages. Some re ole . e 
in the first issue are Johnson 

Johnson, Sylvania flashbulbs, Ar- awar d wi n ni n q 
gus cameras, Doeskin, Colgate 
dental cream, Remington shavers 
and Mentholatum. 

McKesson is telling advertisers 
that ads in the Guide will get a 
sales push from 1,200 salesmen, P e 
who will carry point of sale ma- d i | i t 
terial into the 2,000 stores current- e Z or a a con en ‘ 
ly buying the tabloid. These sales- 
men will also check stock to see 
if retailers have sufficient mer- 


Pee ee 


— 


ee ee en Ss ll—~—~C~C*«C 


chandise. 
Point of purchase material will 
hen the same copy include window posters which will 
a remind passersby of the values 
is used for national advertising | advertised in the Guide. The man from MACHINE DESIGN has interesting facts about 
i ia printed by letterpress and gravure | Sonic Names Agency 
. in media p y P g Gents Retiiities fac. iow York, the general level of readership for advertising pages, MACHINE | 
it is advant ageous manutsetarer of Capri portable : 
phonographs and radio-phonograp , 
ress and gravure combinations, has appointed Will- DESIGN is clearly your hasie design publication if you want ; 
| to order plates for letterp g sted & Shacter, New York, to han- | 
“s dle its advertising. : 
from CM&H hana tet highest readership among the most design engineers. . . j 
rson Jo evion 
COLLINS, MILLER & prcanpsaovtetg INC. Carl E. Anderson, formerly with 
the E. R. Squibb & Sons division of | 
GRAVURE Olin-Mathieson Chemical Corp., wherever the design-engineering function exists, 


e he he 1 


®. 


has joined Revlon Products Corp., 
New York, as v.p. in charge of op- 
erations. 
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Candy Makers Pledge Gumption and Hard 
Work to Increase Candy Consumption 


Cuicaco, June 14—The nation’s 
candy makers apparently have 
come to the conclusion that all is 
not so sweet in their industry 
and that something should be done 
about it. 

At the 72nd annual convention 
of the National Confectioners’ 
Assn. which closed here last week, 
most of the talk centered on what 


could be done to halt a decline in| 


sumption has decreased the past 


six or seven years despite pros-| § 


/perous times in the U.S. and 


should be undertaken to boost 
sales and consumption. 

Even the theme of the conven- 
tion, “Let’s Have Gumption and 
Increase 


reflected the general plight of the 


candy consumption. Candy con- | goody men. 


TAXICAB INDUSTRY= 
AUTO RENTAL NEWS 


THE ONLY PUBLICATION 
THAT REACHES THE... 


400,000 VEHICLE TAXICAB — 
AUTO & TRUCK RENTAL MARKET 


Equal to One Million private cars 
in annual mileage and service needs. 
Write for Market Anolysis 
200 West 57th St., N. Y. 19 
Circle 6-5389 


Abo 


| ® Philip Gott, NCA president, told 


|AA that a promotional committee 
| probably would be appointed by 
| the NCA to study the problem and 
to make recommendations. Mr. 
Gott said many members felt that 
a public relations company should 
be hired to promote candy. Any 
advertising that would be done 
would be institutional, Mr. Gott 
commented, and added that he 
had no idea how much money 
|would be used. The committee 


* 
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On) in 


in the land 


. where TV means 
) Taint Visible” 


When the WNAX-570 talent team goes 
on the air, it’s S.R.O. (Switch Radios 


Big Aggie Land. You see, the 


660,950 families in the Great Upper 
Missouri Valley like their radio 
entertainment live and neighborly. And 
that’s just what they get on WNAX-570, 


The friendly folks in this 5-state 
area like to meet these popular enter- 
tainers, 
WNAX-570 gang bundles into a bus and 
puts on a real hoe-down to S.R.O, 
(Standing Room Only) crowds in 
Big Aggie towns. 


too. They prove it when the 


This close; personal relationship 


between station and audience is important 


to you. 


It backs your selling message 


with the priceless believability that turns 
a commercial into a friendly suggestion 
—and sells! Big Aggie’s fans have 

$2.8 billion to spend. Your Katz man 


will put you on the bill. 


WNAX-570 


Yankton, South Dakota 


A Cowles Station. CBS Radio, 


*. Don D. Sullivan, Advertising Director. Under the some 
+ management os KVTV Chonnel 9, Sioux City; 


lowa's second largest morket, 


most of the candy manufacturers 
feel that a promotional program) 


Candy Consumption,”| ? 


YUM YUM YUM—Amzy Sylvestri sam- 


ples a tasty, chocolate-covered 

piece of candy from chocolate en- 

rober machine. The machine was 

exhibited last week at National 

Confectioners’ Assn. convention in 
Chicago. 


probably would not make any rec- 
ommendations for several months, 
Mr. Gott said. 

Candy Industry last week urged 
candy makers to spend $2,000,000 
annually to advertise their wares, 
(AA, June 6). In a survey con- 
ducted by the magazine, 99 out of 
the 100 manufacturers who an- 
swered questioners said they were 
willing to spend money to support 
such a promotional program. 

This convention was the second 
largest in NCA history. Nearly 
5,000 persons viewed the 110 ex- 
hibit booths during the four-day 
show. The 1956 convention will be 
held in Boston. 


® Robert Schnering, 40, president 
of Curtiss Candy Co., Chicago, was 
named “Candy Man of the Year.” 
Mr. Schnering was presented with 
the Kettle, the “Oscar” of the 
candy field, by Victor H. Gies, 
v.p. of Mars Inc., Chicago, winner 
of the 1954 award. The Kettle is 
awarded annually by Candy In- 
dustry to the person in the candy 
industry who contributes the most 
to the industry through his activ- 
ities. 

In his keynote talk to the con- 
vention, Mr. Schnering urged the 
industry to roll up its sleeves and 
work hard to increase candy sales 
and consumption, He said there 
are many problems facing the in- 
dustry and there is a lot of hard 
work to be done in order to lick 
the problems. He said candy sales 
have been decreasing since 1948— 
the industry’s peak year—despite 
the prosperity in the U. S. 


@ Dr. Gerald J. Cox, professor of 
dental research at the University 
of Pittsburgh, told delegates that 
contrary to popular belief, sugar 
is not a primary cause of tooth 
decay. 

In experiments conducted with 
rats, research revealed that sugar 
is not the primary cause of dental 
caries but is a secondary factor in 
development of the cavities, Dr. 
Cox said. The tests showed that 
rats reared on high sugar diets 
had little tooth decay, Dr. Cox 
said, but pointed out if decay al- 
ready has started in the teeth, 
then sugar can promote develop- 
ment of the cavity. 


® The cocoa bean market, long an 
industry headache, probably will 
remain a headache, Clive C. Day, 
of the Nestle Co., told the con- 
vention. Mr. Day, who also is 
president of the Assn. of Cocoa 
ana Chocolate Manufacturers of 
the U.S., said he does not expect 
the cocoa bean market to become 
stable “for some time to come.” 

J. B. Woerfel, Armour & Co., 


| Chicago, reported that meat fats 
|are finding an increasing use in 


candies and other confections. He 
said that meat fats formerly were 
not in favor because they de- 
teriorated and could not be used 
in candies which may remain on 
shelves for some time. Research, 
however, has produced agents 
which stabilize the fats. “Oleo oil,” 
made from selected beef fats, is 
finding increasing use, Mr. Woer- 
fel said. 

A preliminary survey conducted 
by Elrick, Lavidge & Co., re- 
vealed that most people like candy 
and few people dislike it; novelty 
candy is not for men; candy is 
good for children in moderation; 
women are weight conscious; 
candy is not thought of as a house- 
hold item; candy is considered an 
appropriate gift for family mem- 
bers, and candy is not a gift for 
men. The marketing, planning and 
research company made recom- 
mendations to candy makers in 
the report. 


® Among the other speakers at 
the convention were Sen. Thomas 
E. Martin (R., Ia.), who called 
for a halt to “political shennani- 
gans” that have resulted in such 
votes as the House approval of 
fixed farm price supports; Gen. 
Robert M. Woodward, Illinois 
Civil Defense Director, Major Gen, 
H. L. Peckham, chief, Army and 
Air Force Exchange Service, and 
Lt. Col. Vic F. Bodner, chief, 
military liaison office, Quarter- 
master Food and Container In- 
stitute, who spoke about the value 
of candy in civil defense and in 
the armed forces; H. R. Chapman, 
NCA, v.p. and chairman of the 
NCA Washington committee, who 
attacked the U.S. farm price sup- 
port program; Albert S. Nemir, 
a food consultant with the U.S. 
Department of Commerce, who re- 
ported on the International As- 
sembly held last April in Amster- 
dam, Holland, and John V. Ziem- 
ba, Midwest editor, Food Engi- 
neering, who talked on automation 
in the candy industry. 


WNEW Names Simmons Rep 

WNEW, New York, has ap- 
pointed Simmons Associates its 
national representative effective 
June 1. This station, formerly rep- 
resented by John Blair & Co., 
where David N. Simmons was a 
v.p. before setting up his own 
firm, is the first listed for the 
new company. 


Four A'S Elects Two 

Aubrey, Finlay, Marley & Hodg- 
son, Chicago, and Walter L. 
Schump Advertising, Denver, have 
been elected to membership in the 
American Assn. of Advertising 
Agencies. 
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Schwerin Sets Up 
British Office to 
Test TV Commercials 


New York, June 14—Britons 
aren’t scheduled to start seeing 
commercials on their. tv sets until 
September at the earliest, but an 
American business man is already 
setting up shop in England to 
pretest video sales pitches and 
programs. 

He is Horace Schwerin, president 
of Schwerin Research Corp., whose 
business is pointing out flaws in 
radio and tv shows and commer- 
cials—before they get on the air. 

“After many months of investi- 
gation, we are happy to be official- 
ly entering the British tv market 
this week,” Mr. Schwerin said. 
“Work on the assembling and 
training of a staff and on the 
first test sessions is already under 
way.” 


® The British outpost of the 
Schwerin company will be set 
up by British-born Eric Boden, 
who has had 20 years’ experience 
in broadcasting research here and 
abroad. He has opened temporary 
offices at 1 Old Burlington St., 
London; however, the company 
plans to move to Television House 
when it is ready. 

The Royal Empire Society Thea- 
ter, which seats 400 people, has 
been equipped to handle the tests. 
As in the U. S., persons attending 
the test sessions will be asked to 
indicate what they like and dis- 
like about a particular tv show or 
commercial, Market Information 
Services will handle the statistical 
operations for Schwerin. 


Putman Names Holzworth 
Putman Publishing Co., Chicago, 
has appointed Ernest S. Holzworth 
to the sales staff of Chemical 
Processing. Mr. Holzworth, for- 
merly a district sales manager of 
Rumpf Publishing Co., will head- 
quarter in Cleveland, representing 
Chemical Processing in eastern 
Ohio and western Pennsylvania. 


GIANTS WIN! 


Giant-size tabloid paper in the plumbing- 
heating-airconditioning field is a winner— 
a winner of readership. That means ads get 
unusual visibility and attention In THE CON- 
TRACTOR, fast-reading semi-monthly. Ask 
any advertiser. 


™ (ontractor 


PLUMBING * HEATING 


AIR CONDITIONING * APPLIANCE 
Grand Central Terminal Bidg., N.Y. 1, N.Y. 


NT 5 
29,009 | 
ONCE 


L you are looking for a job with greater opportunity (er 
more dough) than the one you have now, you can knock 
on the doors of more than 29,000 professional marketing and 
publishing people at once and shorten your search. Just put 
your ad in Advertising Age’s Advertising Market Place, 
where employers of all types in the advertising business 
shop for all kinds of advertising employees. 

Closing date: Wednesday before Monday publication. 


Write or Call . . . Classified dept. 


Advertising Age 


200 E. Illinois St. 
Chicage 11, Ml. 
DE laware 7-5200 
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PARENTS’ MAGAZINE'S (aRacreaecaneen 
New York City 


ALBUM OF . a" looking up from his check book with 


a glazed expression, he sighs: 


FAMOUS “ a “With four growing children to buy for, | 


often dream ovr house is besieged by an 


: S , army of check stubs. But at least | dream 

F ATHERS : >. in the comfort of my SIMMONS !”" 

~ oN A normal reaction, sir, also observed 
in PARENTS’ 1,625,000 families with 
children, who spend generously on 
family comforts and health. Our 
advertisers often dream they’re besieged 
by customers, then wake up 
and find it is true! 


Pee ei, ie 


CO-OP ARTS CENTER—This is the architect’s sketch for the proposed 

Graphic Arts Center in the Philadelphia suburb, King of Prussia. 

Cooperatively-owned office building for agencies, graphic arts busi- 

nesses, publishers and others in related professions has been set for 

tentative opening in summer 1957. The architect is Hugh Stubbins 
Associates, Cambridge, Mass. 


Cott Launches Quiky, 
Carbonated Drink, in 
Connecticut Markets 


ae NEW HAVEN, CONN., June 14— 
- Cott Beverage Corp. is launching 

a new soft drink beverage—Quiky 
—close to home where it can keep 
an eye on its performance. Quiky 
took its first steps last week in four 
Connecticut markets—New Haven, 
Hartford, Bridgeport and Water- 
bury—with the support of a $50,- 
000 ad campaign in newspapers, 
radio and tv. 


® In addition, point of sale and 
sales aids are being used in local 
stores. A two-week half-price sale 
is being used to lure buyers into 
trying the new beverage. 

Marketing of the product and 
bottling franchises are being han- 
dled by a separate, new Quiky 
division of Cott. 

John C. Dowd Inc., Boston, is 
handling the Quiky advertising. 

The beverage is a dry, citrus 
carbonated drink aimed at what 
Cott says is a new trend in con- 
sumer tastes away from sweet 
drinks, It is also being pushed as a 
mixer for alcoholic drinks. 


Adman Sees Signs 
of an Armistice in 
Copy-Research ‘War’ 


j New YorkK, June 14—“The war 
between copy and research has 
cost advertisers millions of dol- : 
lars and has kept the advertising § “ 
business from reaching its proper : se cities to be an autonomous market. 
level of performance.” _ re 

Cooperation between copy and 
research, however, is_ being 
achieved, but it must “be speeded 
up for the good of all.” 

That is what Alfred J. Seaman, 
exec. v.p. and creative director, 
Compton Advertising, told the 
Assn. of Advertising Men & Wom- eeen| «MARKET. THE SYRACUSE NEWSPAPERS’ 100 PER CENT COVERAGE OF 
en last week. ae 

The war between copy and re- 
search, Mr. Seaman said, goes 
back to the 1930s. Three things, he 
said, are developing a new kind 
of cooperation between copy and 
research people, He listed: 


(ti ONLY ONE WAY TO BE SURE OF AMERICA’S BEST TEST 


THE SYRACUSE METROPOLITAN AREA MEANS SATURATION SELLING! 


e Motivational research instead of 
“opinion” research. 


e New kinds of communications 
research. 


e Activation of research and copy 
planning committees in advertis- 
ing agencies. 

He urged copy and research 
people to (1) cultivate under- 
standing of each other’s problems, 
(2) look at group problems objec- 
tively and (3) develop more team 
work for the good of clients and 


of advertising generally. 
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Castle Insists He’s Right 
About Propaganda Waste 

To the Editor: I am writing to 
take issue with a Washington dis- 
patch appearing in ADVERTISING 
Ace April 25, in which my name 
and my recent book are promi- 
nently mentioned. 

The dispatch headlined, “House 
Befriends Information Agency,” by 
Stanley E. Cohen, attempted to 
summarize congressional discus- 
sion on appropriations for the 
United States Information Agency. 

It is true that my book, “Billions, 
Blunders and Baloney,” was 
brought into the testimony pre- 
sented before the House subcom- 
mittee on appropriations last 
March. And well it might, for it 
cites chapter and verse the failures 
of government propaganda abroad 
as put out by the USIA. I contend 
that this foreign propaganda has 
done us considerable harm in the 
eyes of peoples abroad. : 

This is not my opinion alone. 
Roy Howard, founder of the United 
Press, and board chairman of 
Scripps-Howard, returning from 
an around-the-world tour, declared 
on April 15, 1955, that the USIA 
was putting “America’s worst foot 
forward” abroad, and was con- 
tributing virtually nothing to U. S. 
prestige. . . 

In view of the USIA’s incredible 
and documented record of continu- 
ing failure, it is shocking, indeed, 
that the Congress failed to exam- 
ine properly our propaganda activ- 
ities to determine whether they 
should be continued to the detri- 
ment of the American people. 

Instead, the Congressional Rec- 
ord contains the platitudinous 
remarks of a California congress- 
man named Wilson, who claims 
to be an expert in propaganda 
since he once was a press agent 
and advertising “expert” in the 
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town of Chula Vista, Cal. 

Of course, I have nothing but 
the highest respect for the adver- 
tising profession. Without adver- 
tising, I could hardly have done 
as well as I did in the home movie 
business, with which I no longer 
am connected. Advertising is ex- 
tremely important, but in the right 
directions. 

Advertising techniques applied 
in the field of overseas propaganda 
have done us great harm. Take, for 
example, a recent full-page adver- 
tisement placed by an American 
aircraft company in various Euro- 
pean newspapers, including the 
London Times. 

The company’s motives were of 
the highest. Its officials, alarmed 
at the growing anti-Americanism 
abroad, wanted to promote NATO’s 
peace objectives. 

Unfortunately, the advertise- 
ment boomeranged. In the first 
place, taking an entire page of 
newsprint-starved publications for 
a U. S.-type advertisement was 
bad public relations in itself. The 
advertisement, showing military 
officers beside a jet plane, played 
right into the hands of communist 
propagandists in the furtherance of 
their false “U. S.-wants-war” 
theme. 

It is worth remembering and 
repeating that good anti-commu- 
nist propaganda often should be no 
propaganda at all. Let us recall, 
there were no U. S. propagandists 
at the recent Bandung conference. 
And, for once, the U. S. looked 
good. 

Unfortunately, these basic ques- 
tions were not discussed on the 
floor of the House. Instead, a con- 
gressman named Rooney, of Brook- 
lyn, N. Y., taking advantage of 
his privileged sanctuary, indulged 
in a vicious attack on my truth- 
fulness. My reputation speaks for 
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itself. It should be noted, however, 
that the congressman only demon- 
Strates the weakness of his own 
case by resorting to such villifica- 
tion. 

The fact is that I did see one of 
the dozen or more of the USIA 
propaganda films which so in- 
trigued Mr. Rooney. But my point 
is, as I testified before the sub- 
committee, that it is not necessary 
to see any of these films to know 
that they are a complete waste of 
taxpayers’ money. 

Few foreigners ever get to see 
these films, and totally distrust 
them. For foreigners, like Ameri- 
cans, resent propaganda. That is 
why 200,000,000 foreigners weekly 
pay to see our Hollywood enter- 
tainment films. In themselves, they 
constitute the best pro-America 
“propaganda” possible, in that they 
are not actually propaganda at all. 

The USIA has failed to do its 
job. Proof of this can be found in 
the testimony of USIA Director 
Theodore C. Streibert before the 
House subcommittee. He was un- 
able to name a single nation in 
which U. S. propaganda had 
achieved any visible success. 

This is proof positive that I was 
right, and my book was right, when 
I asked for the abolition of the 
USIA, and the transfer of its es- 
sential functions to the Depart- 
ment of State. There will be less 
“Yanks Go Home” signs overseas 
when we stop propagandizing for- 
eigners with two competing voices, 
and instead speak with one au- 
thoritative voice—our Department 
of State and its diplomatic repre- 
sentatives abroad. 

EUGENE W. CASTLE 
New York. 
. * ° 


Conventions Editorial 
Continues to Stir Interest 


To the Editor: We have recently 
seen a copy of the editorial en- 
titled, “Are Conventions Social 
Events?” which appeared in the 
July 12, 1954, issue of ADVERTISING 
AcE. We feel that the points made) 
in this editorial should be brought) 
to the attention of all those who 
are responsible for conventions and 
would like your permission to use 


most of the text of that editorial in 
our instructions which we send 
out to each of the committees who_ 
have the direct responsibility for 
‘our regional and annual confer- 
ences, . . 

BENJAMIN R. MAKELA, 
Assistant Secretary, Control- 
lers Institute of America, New 
York. 
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Suggests Clothing Makers 
Study Men’s Tastes 


To the Editor: If men are not 
buying as many suits as they used 
to, the clothing designers them- 
selves may be contributing to this 
condition. For instance, here in 
New York they have made it almost 
impossible to buy a double breasted 
suit. Where there are any at all, 
the selection is so small that one 
cannot be satisfied. 

Consequently they compel a vast 
number of us, most of us somewhat 
overweight, to wear jackets that 
come to a juncture in front just 
where the avoirdupois has ac- 
cumulated, thereby accentuating it 
all the more. The effect is unflat- 
tering. The double breasted jacket, 
on the other hand, serves the same 
purpose as a woman’s girdle—it 
smooths down the embonpoint. 

For weeks I have been looking 
at men in single breasted jackets. 
On most, the two ends of the gar- 
ment are conducting a tug of war 
and the evidence of this is shown 
by the tug-creases visible on near- 
ly every coat. Only on the tall, 
lanky types do the single breasted 
jackets sit gracefully. But men 
clad in double breasted coats uni- 
formly look neater. 

Moreover, you will this summer 
have a hard time finding a light 
colored summer-weight suit; the 
majority of them are in dark 
shades, Isn’t it a fact that dark 
cloth will absorb more of the sun’s 
heat than light cloth will? On the 
one hand, we are urged to wear 
lighter weight clothing for comfort 
against summer heat, and on the 
other the heat is being put on us 
with the funereal shades of cloth. 

Before the clothing men start 
spending that five million they 
are collecting, perhaps they should 
do a little research to learn if they 
have the right goods to sell. 

J. B. MILcrRAM, 
Brooklyn, N. Y. 


Best Things in Life Are Free 


To the Editor: Wonder if the 
Christian Dior trend had anything 
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to do with this surplus. The ad 
appeared in the Advance, Dover, 
N. J. 


Harry “A” CHESLER, 
Horse Shoe Lake, Succasun- 
na, N. J. 


Asks Proper Perspective—with 
Jeweled Watchmaker Figures 


To the Editor: So much has been 
published on the watch contro- 
versy that I hesitated to write this 
letter. However, in re-reading the 
letter from the importers trade as- 
sociation, the American Watch 
Assn., published in the May 2 issue 
of ADVERTISING AGE, and on fully 
realizing the false impression its 
inaccuracies would create, I feel 
that a reply is necessary. 

Aside from numerous misstate- 
ments, the AWA letter is decep- 
tive in that it uses statistics includ- 
ing both the U. S. jeweled watch 
industry and the non-jeweled in- 
dustry in a discussion of the im- 
portance of the jeweled watch in- 
dustry to our national defense. 

While Secretary of Defense 
Charles E. Wilson has stated cate- 
gorically that “. . .the entire horo- 
logical industry is essential to na- 
tional defense,” it is clearly mis- 
leading to cite figures for the 
entire industry in order to hide 
the condition of the jeweled watch 
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tween the importers of Swiss 
movements and the American 
‘jeweled watch industry, because 
the former are not satisfied with 
the present high percentage of the 
U. S. market they already have. 

The pertinent question is: Should 

the four remaining U. S. jeweled 
watch companies be protected so 
that they can manufacture the in- 
tricate tiny mechanisms so essen- 
tial to many of our instruments of 
defense, or should they be per- 
mitted to die through competition 
from a foreign source which has 
a one-to-three labor cost advan- 
tage? 
The American jeweled watch in- 
dustry has been very badly hurt. 
One company is being sustained 
at a low level of production 
through defense contracts and the 
other three have rows upon rows 
of empty benches and idle ma- 
chines. 

Secretary of Defense Wilson, the 
Office of Defense Mobilization and 
all others interested in maintain- 
ing a strong basis for national de- 
fense, insist that the jeweled watch 
industry must be maintained in 
this country if we are to be pre- 
pared for all emergencies. The 
AWA’s letter would indicate that 
the importers think this is of no 
importance. 

Here is a point-by-point analysis 
of the letter: 

1. The Department of Defense 
report referred to by AWA was 
submitted to the Office of Defense 
Mobilization on April 28, 1954. 
Two months and two days later— 
June 30, 1954—ODM issued a re- 
port holding that the American 
jeweled watch industry was essen- 
tial to the mobilization base. ‘The 
Department of Defense concurred 
in this report. The early defense 
study was declassified in February 
of this year and, in spite of the 
statements of the responsible gov- 
ernmental authorities to the con- 
trary, the importers attempted to 
cite it as evidence that the U. S. 
jeweled watch industry was not 
essential. This interpretation of the 
report by the importers finally 
forced Secretary of Defense Char- 
les E. Wilson on April 28, 1955— 
four days prior to publication of 
the AWA letter—to clarify the 
issue in an open letter to nine sen- 
ators, again flatly declaring that 
the entire “watch and clock in- 
dustry is essential to the mobiliza- 
tion base.” 

2. AWA said that 9,754 precision 
workers are all now employed and 
that their skills are thus preserved. 
In referring to this number of 
watch workers, AWA is lumping 
together all watch company em- 
ployes, including those making 
other things. Actually, only about 
4,000 workers are left employed in 
this country on watch production. 
It is watch production which is 
necessary to maintain the essen- 
tial skills, and it is these skills to 
which ODM and the Defense De- 
partment, through Secretary Wil- 
son, refer in citing the jeweled 
watch industry as “essential to the 
mobilization base.” Skills of pre- 
cision jeweled watchmakers can- 
not be kept at their peak by work 
on other items, even some military 
items, nor can they be stockpiled 
or kept on a stand-by-basis. 

3. AWA quotes figures to argue 
that the U. S. manufacturers have 
not just 15%, but 41% of the U. S. 
market. Your publication and the 
statement of Gen. Omar Bradley, 
which AWA purported to be dis- 
cussing, were plainly talking of 
the jeweled watch manufacturers, 
not the non-jeweled industry also. 

Apparently, AWA has lumped 
both jeweled and non-jeweled 
watches together to reach the false 
premise that the U. S. manufac- 
turers have 41% of the U. S. mar- 
ket. So let’s get back to the jewel- 
ed watch figures and keep the pic- 
ture in proper perspective. 

In the jeweled watch industry 
the U. S. manufacturers have only 
17% (1954 Department of Com- 


merce figures show only 13.85%) 
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_ of the market left, and the Swiss 


have 83%. 

4. The vital statistics ignored 
by AWA, but published by the 
U. S. Department of Commerce, 
illustrate the decline of the domes- 
tic manufacturers’ share of the 
U. S. market for jeweled watches 
from 1948 to 1954. Here are the 


percentages: 
1948 28% 
1949 29% 
1950 24% 
1951 25% 
1952 21% 
1953 18% 
1954 17% 


The figures should be compared 
with the average for 1934-38, when 
the U. S. jeweled watch manufac- 
turers had 44% of the market as 
against foreign sale of 56%. 

Here are the actual figures: 

U. S. production of jeweled 
watches dropped from 3,069,000 
movements in 1948 to 1,685,000 
units in 1954. Comparable figures 
for Swiss watch imports to the 
U. S. are 7,829,000 for 1948 and 
10,485,000 for 1954. 

AWA and others conveniently 
forget that in World War II, 
Switzerland was isolated by our 
enemies and was not permitted to 
ship military watches or other war 
material to the U. S—although the 
Germans did enable the Swiss to 
take over the U. S. commercial 
watch market by permitting them 
to send millions of commercial 
watches here while the American 
manufacturers were fully occupied 
in making military items for our 
armed services. Tiny jewel bear- 
ings, 3,000 of which are required 
in a single bomber alone, had to 
be smuggled out of Switzerland to 
help supply our military needs. 

Those who are attempting to 
persuade our government to write 
the jeweled watch industry off of 
our nation’s mobilization base—for 


purely competitive purposes—are, | 


in my opinion, doing the nation a 
great disservice. 

PAUL MICKEY, 
Vice-President, American 
Watch Manufacturers Assn., 
Washington, D. C. 


A Stale Gag—and the Scots 
Don’t Think It's Funny 


To the Editor: I have decided to 
spearhead a revolt against the use 
in advertising of the Scot as a sym- 
201 of economy. 

Every advertising person af- 
flicted with paucity of ideas (as 
prevalent in our business nowa- 
days as ulcers) illustrates money 
saving by means of fuzzy-bearded 
Highlanders with Harry Lauder 
canes. 

I believe all Scots are as proud 
of their ancestry as I am, and also 
hat those who know us well sub- 
scribe to our liberality. We are far 
removed from the penny-pinching 
uation of jokesmiths and those 
scots who live solely in the imagi- 
iation of jokesmiths and those 
advertisers too lazy to dream up 
bruer symbols of economy. 

Whether it is cleverly (?) done 
by dressing a horse in kilts, or 
boldly presented with one or more 
burlesque characters featured, we 
Scots are offended. And who can 

ifford to offend even one customer 
r prospect? 
W. N. MAcKEy, 

Advertising Manager, Newman 

Brothers, Inc., Cincinnati, 


ennessee Grocer's’ Charge 
for Cuts Only 


To the Editor: With admiration 
‘ the complete fairness of AA, 
d to correct the incorrect im- 
»ssion of the service fee charged 
Tennessee Grocer when cuts are 
2d with a news-publicity release 
my publication, as discussed by 
Mr. Franklin C. Wertheim, in his 
AA letter published May 30, may I 
point out that no charge is made 
except for cuts. As stated in listing 


in Business Publication Rates & 
Data of Standard Rate & Data 
Service, all material “...of actual 
news value and definitely applica- 
ble to state of Tennessee,” is wel- 
come and considered for possible 
use in our next issue. Our service 
fee (also detailed in BPRD of 
SRDS) only applies when the 
source sending news-publicity re- 
leases requires use of a cut to il- 
lustrate the subject releases. 

AA readers who have not read 
your March 14 editorial “Who Pays 
for Editorial Cuts” and Mr. Wer- 
theim’s initial letter (AA, April 
18), should also know that Tennes- 
see Grocer is not the only regional 
business publication that requires 
payment of a service fee when cuts 
are required. BPRD of SRDS lists 
quite a few and recent correspond- 
ence to me from editors informs 
that they have also started the 
charging of a modest service fee. 

In the many years that I have 
read and considered AA vital to my 
proper function as an editor-pub- 
lisher, I cannot recall an editor of 


a business publication starting a 
publicity campaign, through the 
impartial editorial policy of AA, to 
tell firms engaged in public rela- 
tions what they should do and what 
fees they should charge for their 
professional sérvices! Readers of 
Mr. Wertheim’s May 30 letter in 
AA must certainly have noted that, 
in his “concrete example” that in 
addition to his “budget of $100” to 
persuade business publication edi- 
tors to give gratis space to his test 
publicity-advertising, Mr. W. also 
mentioned he was paid “. . my fee.” 
Tennessee Grocer insists that our 
small service fee for cuts is justi- 
fied and ethical, and it is an opin- 
ion shared with us by enough ex- 
ecutives in the fields of advertis- 
ing and public relations, based on 
their letters to me, to fill a column 
in AA. Actually there have been 
only three letters of objection to 
our service fee... 

Does response, as detailed above, 
indicate in any way that views 


agreeing with Mr. W. are in the 
majority? Is there anything here, 


based on our actual experience 
with reaction to our policy that a 
small service fee must be paid by 
both our advertisers and non-ad- 
vertisers, that indicates lack of 
ethics in requiring such a fee for 
services rendered? Must business 
magazines exist only to give Mr. 
W., and others with his views, a 
longer string of clippings, secured 
through free engravings, etc., to 
charge fees for what business mag- 
azines are asked to give away?... 
JOHN D. STANARD, 
Publisher-Editor, Tennessee 
Grocer, Chattanooga. 


o ” * 
Suggestion to PR People 
for Aid to Editors 


To the Editor: We would like to 
bring to your attention a practice 
that is followed by public relations 
people in sending news releases on 
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post offices return their letters 
marked “Insufficient address.” 

Perhaps an announcement to this 
effect may help correct the “ad- 
dressless publicity releases” and 
thus render an editor’s job less 
troublesome. 

M. LEONARD SINGER, 
Editor, The Locksmith Ledg- 
er, Wood-Ridge, N. J. 


new products. They do not include 
the number or street addresses of 
the manufacturers for whom they 
are issuing the releases. When our 
readers write for information, the 


SMART GUYS DON’T TAKE CHANCES 


@ They make sure they know what's going on. 
More and more of them (over 1,000 clients, now) 
use Bacon’s Clipping Bureau to get all perti- 
nent information published about their busi- 
ness (from our reading list of 3,058 business, 
farm, and consumer journals). Any subject you 
want, such as company mention, competitive 
ads, competitive publicity, and research mate- 
rial. Ad managers, agencies, publicity and 
public relations men, and researchers use our 
service to keep up-to-date. Send now for Bulle- 
tin No. 55, “Magazine Clippings Aid Business”. 


BACON'S 1955 PUBLICITY CHECKER 
who sends out publicity should 

heave one. Lists our 3,058 publications, 
each coded to show publicity used. 
iral bound, fabricoid, 256 poges, 

6% x 92", $15.00. Seat on opprovel. 


BACON'S CLIPPING BUREAU | 
343 S. Dearborn Street * 4, Ilinois 
Established 1932 
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New York, June 14—The direct 
selling industry seems to be win- 
ning its fight for respectability. 

Meeting here last week for its 
4lst annual convention, the Na- 
tional Assn. of Direct Selling Cos. 
pointed to growing public accept- 
ance of house-to-house vendors. 

The leading companies in the 
field report healthy sales, and the 
industry as a whole has been earn- 
ing kudos from Better Business 
Bureaus for its code of fair prac- 
tices. 

Increased use of advertising by 
many direct sellers and a con- 
certed public relations program 
have helped to break down the 
doors, 


New ENGLAND HOME 
QUIPMENT [J EALER 
Covering 
NEW ENGLAND, N. Y. & N. J. 
Regions Trade Paper for. 
PLUMB. & HEATING—LP-GAS & APPL. 


AIR CONDITIONING & REFRIGERATION 
Needham 92, Mass. « Est. 1947 


Direct Sellers, Who Once Used Only 
Classified, Now Buy National Media 


In a keynote address, C. Clair 
Knox, president of Knox Enter- 
prises, Toledo, reported that there 
are now some 3,000 direct selling 
companies, employing 1,500,000 
persons and doing a total annual 
volume of $4 billion. 

More than 200 of these com- 
panies were represented at the 
NADSC convention. Among them 
were large operators who have be- 
gun to use advertising extensively 
for product promotion. Previous- 
ly, direct selling companies lim- 
ited their advertising largely to 
the classified pages, where they 
offered fabulous, pie-in-the-sky 
commissions and salaries to attract 
sales people. 


= Such companies as Avon Prod- 
ucts, New York cosmetics manu- 
facturer, and Fashion Frocks, 
Cincinnati, have now moved into 
national advertising to (1) pro- 
mote their products and (2) win 
acceptance for their door-to-door 
sellers. 


Now-a NEW Monthly Publication... 


(Affiliated with TRANSPORTATION SUPPLY NEWS-Founded 1945) 
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Avon is expected to spend more 
than $1,000,000 in advertising this 
year, through Monroe Dreher Inc., 
New York, principally in eight 
consumer magazines. Monroe F. 
Dreher, head of Avon’s agency, 
was co-chairman of the convention. 

Direct selling companies which 
recently have been spending be- 
tween $100,000 and $250,000 a year 
in national advertising include 
Fashion Frocks; Stanley Home 
Products, Westfield, Mass.; Real 
Silk Hosiery Mills, Indianapolis; 
J. R. Watkins Co., Winona, Minn.; 
and Stark Bros. Nurseries & Or- 
chards Co., Louisiana, Mo. 


Direct Sellers’ Agencies 


NEw York, June 14—Here 
are some of the advertising 
agencies now handling direct 
selling companies: 

Bozell & Jacobs, Chicago 
(Mason Shoe Mfg. Co.). 

Franklin Bruck Advertis- 
ing Corp., New York (Fash- 
ion Frocks Inc.). 

Caldwell, Larkin, Sidener 
& Van Rider, Indianapolis 
(Real Silk Hosiery Mills). 

Monroe F. Dreher Inc., 
New York (Avon Products). 

Phil Gordon Agency, Chi- 
cago (Health-Mor Inc., Puro 
Co., J. R. Watkins Co., West 
Bend Aluminum Co.). 

Grant, Schwenck & Baker, 
Chicago (Ward-Stilson Co., 
Wilknit Hosiery Co.). 

Charles W. Hoyt Inc., New 
York (Stanley Home Prod- 
ucts). 

Harry Schneiderman Inc., 
Chicago (American Hosiery 
Mills, Harford Frocks, Topps 
Mfg. Co., Wallace Brown 
Inc., Stark Bros. Nurseries). 

Ted Workman Advertising, 
Dallas (Saladmaster Sales 
Inc.). 


Plagued for many years by ex- 
poses of the gyp operators in the 
field, the direct selling companies 
have become extremely p.r. con- 
scious, 


= Many of them have their own 
public service programs, and 18 
months ago the NADSC appointed 
Banner & Greif, New York, to 
tackle some of the industry’s ma- 
jor over-all p.r. problems. 

In a progress report to the con- 
vention, Jack Banner, of the p.r. 
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Evans Magnuson 


Bardahl 


Hoeck 


TWO OUT OF THREE—Bardahl Mfg. Co. won, for the second time in 

three years, the Roy S. Marshall Memorial Award, top advertising 

honor in the Pacific Northwest, conferred by the Advertising & Sales 

Club of Seattle. Shown here are Trevor Evans, president of the 

club, Sen. Warren Magnuson, Ole Bardahl, president of the company 

and Jerry Hoeck, account executive at Miller Mackay Hoeck & 
Hartung, the Bardahl agency. 


organization, informed his clients: 
“The fog surrounding direct sell- 
ing has by no means lifted, but it 
is beginning to dissipate in many 
places in the publishing world. It 
is my belief that if we persevere, 
it may eventually disappear alto- 
gether.” a 
Mr. Banner cited a number of 
favorable newspaper and magazine 
articles on direct selling to show 
how “a great many influential 
people have come to regard direct 
selling.” Banner & Greif has ap- 
parently been quite successful in 
placing many of these stories. Mr.; 
Banner revealed, for example, 
that pro-direct selling articles are 
scheduled to appear soon in Coro- 
net, Everywoman’s Magazine, 
Family Weekly and Redbook. 


s “The most gratifying parts of 
all these articles,” he said, “are 
their themes, which emphasize 
basic information about direct 
selling which our industry has 
been trying to get across for years 
—namely, that our salespeople are 
not itinerants, that they are solid 
citizens who play an active part 
in support of the communities in 
which they live and work; that the 


Bigger than St. Louis! 


day of the foot-in-door salesman 
is a thing of the past; that the di- 
rect seller does not take markets 
away from the retail merchant, 
but instead often creates consumer 
demand from which the retailer 
benefits.” 

Another p.r. dividend noted at 
the convention was an official 
greeting from President Eisenhow- 
er, who sent the delegates his 
“best wishes for profitable dis- 
cussions and a highly successful 
and productive year ahead.” Such 
a greeting at business conventions 
is so perfunctory that it is rarely 
reported, but AA was told that 
this was the first time a chief ex- 
ecutive has given his blessings to 
direct selling and it is therefore a 
milestone on the way to respecta- 
bility and status. 


s Winfield C. Cook, president of 
Vita Craft Pennsylvania Sales Inc., 
was elected president of NADSC, 
succeeding George K. Graves Jr., 
v.p. of Avon Products. Mr. Cook, 
who has spent 20 years in direct 
selling of aluminum cookware, as- 
serted at the annual dinner that 
door-to-door sellers have been re- 
sponsible for the introduction of 
many new products. “In our coun- 
try it was direct selling that in- 
troduced the vacuum cleaner, 
washer, ironer and many other 
items,” he said. 


Amoco Boosts New 
Octane Gas in TV, 
Newspapers, Outdoor 
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New York, June 14—American 
Oil Co. is using weekly ads rang- 
ing from full page to quarter page 
in 500 newspapers in its 18-state 
marketing territory to promote its 
new octane bonus no lead gaso- 
line. In addition, commercials 
will be carried five nights a week 
on “Edward R. Murrow and the 
News” program over 91 CBS ra- 
dio stations, and on alternate Fri- 
day nights on Murrow’s “Person 


The 50 county market covered by Wis- 
consin’s most powerful radio station is 
bigger than St. Louis in retail sales, 
more than twice as big as Milwaukee. 
Like these metropolitan areas, WKOW 
COUNTRY is a group of shopping cen- 
ters. Unlike them, however, the land 
between one rich wKOW COUNTRY 
shopping area and the next produces 
valuable farm products and an aver- 
age annual family income -of $6,921 
for the producers. Madison, the capital 

of wKOW COUNTRY, with over to Person” tv program over 46 

105,000 population, has an average East Coast CBS stations. 

spendable income per household of : 

$8,067. You can sell it all at bargain ® The company is supplementing 
rates on WKOW at one-fifth the price its newspaper and broadcast ad- © 
you pay for St. Louis, one-half the vertising with similar ads on 5,- 
price for Milwaukee. 000 outdoor posters, 3,000 Railway 
Express truck posters, and a va- 

WKOW ces riety of point of sale material. 
Atticte The campaign is described by 
MADISON, WIS. Thomas A. Aldridge, v.p. of mar- 

Represented by 

‘HEADLEY REED CO. 


A STANLEY PUBLICATION 


Jobber Product News 


General Offices: 22 W. Madison St., Chicago 2, Ill. FRanklin 2-7430 
OFFICES: DETROIT * NEW YORK * TULSA * LOS ANGELES * SAN FRANCISCO 
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keting, “as the most extensive © 
and aggressive advertising cam- © 
paign in the company’s history.” — 
The campaign will run through 
July. Joseph Katz Co. is the agen- 
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More business is done on Hammermill Bond than on any 
other watermarked bond. Business leaders everywhere prefer 
its clearer typing, cleaner printing, superior looks. Follow 
the leaders with the leader: Hammermill Bond. Hammermill 
Paper Company, Erie, Pennsylvania. 
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Zenith Installs 
Competition in 
‘Closed’ System 


(Continued from Page 1) 


tv have been slow in coming and 
generally obscured by the larger 
issue of whether pay is okay at all. 
Gradually, however, the details 
have emerged out of the context of 
top-level argumentation, though 
it’s doubtful that anybody is ready 
yet to issue a textbook on “Pay TV 
Operation.” 


= From the recent brief filed by 
Zenith Radio Corp. with the FCC 
(AA, June 13), and from talks 
with Zenith officials, ApvERTISING 
AGE has gotten this picture of the 
operating scheme for Phonevision, 
leading pay tv aspirant: 


1. National Service. Key organi- 
zation in the Phonevision setup is 
not Zenith, but Teco Inc., an IIli- 
nois corporation which Zenith 
Says it does not control, though it 
holds a minority share of the stock. 

Teco is seen as the over-all na- 
tional service organization, provid- 
ing equipment and licensing fran- 
chises locally, and promoting 
Phonevision nationally. Teco holds 
an exclusive contract from Zenith 
to manufacture (or have others 
manufacture) the Phonevision 
transmitters. 


2. Local Service. At the local 
level, there will be a completely 
new business enterprise—the local 
Phonevision company franchised 
by Teco. This outfit will solicit 
customers and install decoders on 
their sets. It will maintain a 
Phonevision transmitter (leased 
from Teco) with which to code 
and decode the signals received 
from all participating stations in 
the market. 

It also will set up and maintain 
the various subscription systems— 
cards, telephone calls or coin slots 
—by means of which the subscrib- 
er can tune in, and it will do the 
administrative work of bookkeep- 
ing and collection. In exchange for 
all this, the local franchise will get 
(a) a fee of perhaps $3-$5 for in- 
stalling decoders, (b) a rental of 
$1-$2 per month from each sub- 
scriber for use of the decoders and 
(c) a percentage of the gross box- 
office receipts. 

According to some _ people’s 
thinking at Zenith, the decoder 
rental might vary on a “quantity 
discount” basis. Thus, the most oc- 
casional customer would pay the 
full rental, while the good custom- 
er—one whose monthly bill for pay 
tv use came to, say, $10-$15— 
would not pay any rental at all. 


3. The Stations. Under Phone- 
vision, the stations are not sup- 
posed to make any equipment in- 
vestment whatever. The local fran- 
chise will pay a coaxial link from 
its own scrambling transmitters to 
and from the station, and all the 
broadcaster will have to do is line 
up a subscription-worthy program, 
submit it through the Phonevision 
transmitter to the subscribers and 
then wait for its share of the box- 
office gate from the local franchise. 

According to its comments to the 
FCC, Zenith will see that the local 
Phonevision service is open to all 
“authorized” broadcasters in the 
market, commercial and education- 
al, and the broadcaster himself will 
decide the source, quantity and 
time of his program broadcasts. 

On the other hand, Zenith has 
asked that no station be allowed to 
devote more than 15% of its broad- 
cast time to subscription, or more 
than three hours out of any of the 
four segments of the broadcast day 
—this because of “inherent limita- 
tions” on the amount of “unique 
and high-quality box office prod- 


uct” available. 


4. The Manufacturer. Zenith’s 
profit out of Phonevision, it says, 
is to come from the manufacture 
of sets and decoders, of which the 
latter are supposed to cost about 
$50 apiece under mass production. 

While Zenith has given Teco 
freedom to get transmitting equip- 
ment where and as it chooses, it 
has not done so with the decoders. 
On these, it appears, Zenith plans 
to keep a tight manufacturing hold, 
though other manufacturers “un- 
doubtedly” will get into the act 
later. Who will buy the decoders— 
Teco or the local franchise—is 
a matter not yet settled. 

Ultimately, Zenith looks forward 
to a big manufacturing boom when 
decoding mechanisms are incor- 
porated into sets. 


5. Programming. As outlined so 
far, the whole Phonevision setup 
is strictly an equipment and serv- 
icing affair. “In the short run,” 
however, both Teco and the local 
Phonevision companies—and prob- 
ably Zenith itself--would be in the 
program procurement field, the 
former in a big way. 

As other sources were developed, 
said one Zenith official, program- 
ming would be offered “in any way 
possible for booking operations to 
be carried on’”—by local stations, 
by Hollywood producers, by thea- 
ter groups, by as-yet-unconceived 
special events syndicates, etc. 
Quality would then be maintained, 
not by Teco, but by “simple joust- 
ing in the market place of toll 
payments.” 

On this score, Zenith makes a 
big point of not having program- 
ing in the hands of one or two 
organizations—as, it says, CBS and 
NBC now control 85% of network 
programming. Zenith has suggest- 
ed strongly to the FCC that the ad- 
vertising networks be excluded 
from participation in subscription 
tv, partly as a move to “dilute the 
present two-network monopoly.” 


6. Advertising. It is somewhat 
paradoxical that Zenith opposes 
letting the national networks en- 
gage in distributing “both adver- 
tising and subscription programs” 
—since Phonevision seems pretty 
certainly destined to be an adver- 
tising medium. 

In its FCC brief, Zenith asked 
for an explicit regulation to ex- 
clude the broadcast of advertising 
“during any subscription broad- 
cast.” This, it said, was simply to 
eliminate program interruptions— 
and it said nothing whatever about 
eliminating possible béfore-after 
spots. 

According to a Zenith official, 
this omission was deliberate, and 
the sale of between-programs spot 
time is “quite likely.” “In fact, 
we think such adjacencies around 
a top-grade feature would be high- 
ly valuable properties,” he said. 


7. Competition. As can be seen, 
a big aim in setting up the Phone- 
vision system has been the preven- 
tion of monopoly, though—another 
paradox—the Teco setup itself 
looks rather monopolistic. Zenith, 
however, denies that it is, pointing 
out (a) that Teco cannot exclude 
any station from participation and 
(b) that its presence in the pro- 
gram field is carefully non-exclu- 
sive, with no station required to 
take any of its programs. 

Also, Zenith points out in its 
brief: “Competition for the estab- 
lishment and operation of local 
subscription tv systems is appar- 
ently assured by the fact that in- 
terests other than Zenith propose 
to engage in this facet of the busi- 
ness.” 

As a Zenith official put it: “Teco 
is no more monopolistic than Coca- 
Cola.” 


Chester Gore Agency Moves 
Chester Gore Advertising has 
moved to new offices at 244 Madi- 


son Ave., New York. 
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HEINZ PICKLES FOR OUTDOOR EATING 


ALL PICKLES—This color spread for the complete line of H. J. Heinz 
pickles will appear in the July 11 Life. Maxon Inc., Detroit, is the 
agency. 


Time Inc. Shifis 
Newsstand Sales; 
Joins S-M News 


(Continued from Page 1) 
in 1953 (AA, Feb. 21). 

(General and farm magazines, 
which in 1946 sold 130,897,000 
copies, including 64,628,000 single- 
sopy sales, last year sold a total of 
164,966,000 copies, including 67,- 
456,000 newsstand.) 

For the first quarter of 1955, 
Audit Bureau of Circulations fig- 
ures show Life with 1,043,932 at 
newsstands, while Time weighs in 
with 266,583 copies. Life’s figure 
represents 18.5% of its total circu- 
lation, while Time’s is almost 14% 
of its total. 


® The following tabulation shows 
newsstand circulation during the 
last half of 1954 for the top 15 
magazines, and the percentage gain 
or loss from the same period ’53: 


Last Half % Chai 

of 1954 rom 1953 

Ladies’ Home Journal 1,792,701 —.4.4% 
TV Guide 1,658,727 +4548 
Saturday Evening Post 1,525, — 2.9 
McCall's 1,489,764 6.0 
True Story 1,478,790 — 1.5 
Better Homes & Gardens 1,379,464 —10.6 
True Confessions 1,321,523 —13.8 
Woman's Home Companion 1,216,091 —16.8 
Coronet : 1,096,816 — 2.0 
Good Housekeeping 1,022,183 + 3.4 
Life 977,081 —22.5 
Look 967,707 —l11.3 
Modern Screen 929,092 — 6.6 
Redbook 918,733 + 42 
True 913,337 —13.7 

@ Space buyers have traditionally 

been interested in newsstand 


strength as an index of buyer en- 
thusiasm for a magazine. Evidence 
indicates, however, that this tra- 
ditional interest has altered con- 
siderably. The top 15 magazines in 
advertising revenue (omitting sup- 
plements) for 1954 shaped up like 
this on the newsstand: 


Ad Volume Last Half 
(In Millions) 54 vs. '53 


Life $114.0 —22.5% 
Saturday Evening Post 79 =— 0. 
Time 35.1 + 2.7 
Look 266 —11.3 
Better Homes & Gardens 23.7 —10.6 
Ladies’ Home Journal 20.5 — 44 
Collier's 1464 —19.3 
Newsweek 15.6 + 5.7 
Good Housekeeping 46 + 34 
Business Week 14.5 t 
McCall's 135 — 6.0 
Family Circle 12.2 — 0.7t 
U.S. News & World Report 10.6 +104 
New Yorker 10.5 + 5.2 
Woman’s Home Companion 10.1 —168 


tNo newsstand sales. 
TAI! single copy sales. 


In other words, nine of the top 
15 showed newsstand losses, while 
five showed gains. One has no 
“newsstand,” and showed a mini- 
mal drop last year. And only eight 
of the top 15 magazines in adver- 
tising volume are also in the top 
15 in newsstand circulation. 


= Roy E. Larsen, Time Inc.’s 
president, said the switch from 
ANC—which distributes magazines 


Newsstand | 


including Newsweek, Vogue, The 
New Yorker, the Crowell-Collier 
entries and Dell books on a fee 
basis—to S-M “will make possible 
further progress in the area of ef- 
ficient distribution and merchan- 
dising.” 

Meanwhile, Percy D. O’Connell, 
president of American News, said 
his company was thinking of 
changing its policy in a way that 
might add new business in suffi- 
cient volume to “surpass that lost 
by the decision of Time Inc.” 

The contemplated policy change 
involves local magazine distribu- 
tion. “Many times in the past, 
magazine publishers have _ re- 
quested American News to handle 
their distribution on a local basis 
rather than nationally,” explained 
Mr. O’Connell. “Heretofore, for 
policy reasons, American News has 
not considered such requests fav- 
orably, but American has been 
contemplating a change in its pol- 
icy with a view to making the dis- 
semination of literature to the 
American people even more ef- 
ficient.” 


® American News’ stockholders 
were told last April by Mr. O’Con- 
nell that the company was recov- 
ering from a sharp business de- 
cline suffered early last year (AA, 
April 11). The first quarter loss 
was put at $113,955. A dissident 
stockholders’ committee had said 
earlier the company’s net profits 
were off more than 45%. 

Henry Garfinkle, president of 
Greater Boston Distributors, Man- 
hattan News Co. and Garfield 
News Co., said the fall-off in earn- 
ings “raises serious questions as to 
the ability of the present manage- 
ment to run this vast enterprise 
efficiently.” 

In July, 1952, a federal suit 
charged the American News Co. 
and its subsidiary, Union News 
Co., with conspiring to monopolize 
the national newsstand distribu- 
tion of magazines (AA, July 21, 
52). Union, the largest magazine 
retailer in the world, operates in 
most terminals, a factor to which 
publishers give considerable 
weight when considering distribu- 
tion. The anti-trust action is still 
pending. 


The entrance of Time Inc. into | 
the S-M picture gives that agency | | 


a total of about 16,000,000 maga- 
zines a month distributed through 
retailers. 


Grey Is Agency for NRHA 


In a story describing the Family 
Gift Center promotion to be|° 


launched by the National Retail 
Hardware Assn., AA in its June 6 
issue inadvertently reported that 
Bozell & Jacobs is the agency for 
the association. Actually, Grey Ad- 
vertising Agency, New York, han- 
dles NRHA’s advertising; Bozell & 
Jacobs handles only NRHA’s pub- 
lic relations. 


69 
Four-Man FTC?... 


Kern Disqualified 
from Voting on 
Cases: Spingarn 


WASHINGTON, June 16—The pos- 
sibility that the Federal Trade 
Commission would in effect be a 
four-man commission for the next 
one to three years was raised to- 
day as Stephen Spingarn, former 
commissioner, told the Senate 
commerce commission that Wil- 
liam C. Kern, who has been 
nominated to replace Commis- 
sioner James C. Mead, might not 
be able to vote in any of the 170 
cases currently pending before the 
commission. 

Mr. Spingarn told the committee 
there is no question about Mr. 
Kern’s personal qualifications for 
the FTC post. He contended, how- 
ever, that the Administrative Pro- 
cedures Act would preclude his 
participation in any case which 
was under his control or supervi- 
sion during the past year, when 
he has been assistant director of 
the FTC’s bureau of litigation. 

Committee members expressed 
concern about the situation, but 
there seemed to be little doubt 
that they will go along with the 
President’s nomination. 


® Earlier Mr. Kern told the com- 
mittee he voluntarily withdrew 
from active contact with his office 
May 1, and that he will be able 
to vote on every case which has 
been filed since that time. He also 
said he believed he could parti- 
cipate in most cases which are 
pending at this time, except for 
one case which he handled as a 
trial attorney, and “a handful” of 
other cases which were handled 
under his direct supervision. 

Among the cases he could not 
vote on, Mr. Spingarn argued, 
would be the three merger cases 
now pending before the commis- 
sion. Mr. Spingarn pointed out 
that these are among the most im- 
portant cases on the commission’s 
docket. 

Former Senate Democratic col- 
leagues of Commissioner Mead 
chided the administration for re- 
fusing to rename him. Sen. Her- 
bert Lehman (D., N. Y.) said the 
FTC is supposed to be a bi-parti- 
san agency, and that the minority 
members ought to really represent 
the minority. 


‘Hardware World’ Moves Home 
Chilton Co., Philadelphia, has 
announced that effective with the 
August, 1955, issue, Hardware 
World will be printed at the Chil- 
ton plant in Philadelphia. The 
publication has been printed in 
Minnesota for many years. 


IRWIN ROSEMAN has been appointed 
director of merchandising and sales 
promotion of Exquisite Form Bras- 
siere Inc., New York. He formerly 
was sales promotion director of 
Bulova Watch Co. and prior to that 
was ad manager of International 


Latex Corp. 
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Likes and Dislikes of Doctors Bared 
in N.Y. Pharmaceutical Ad Club Study 


(Continued from Page 3) 
publicity to the public. 

One result of a high degree of 
competition and of intensive ad- 
vertising is expressed by study in 
these terms: “In an increasing 
number of fields, the physician 
is offered the choice of a confusing 
variety of drugs, which he feels to 
be ‘pretty much of the same,’ ‘hun- 
dreds of antihistamines and anti- 
biotics, with the only difference 
being in the names.’ In addition, 
he finds that he usually has nei- 
ther the time nor the pharmaco- 
logical knowledge to differentiate 
on a scientific basis between the 
therapeutic effectiveness of the 
various brands. 


Local Stuff 


That's what makes 
Florida Magazine — home 


interiors, home exter- 
iors, Florida gardens, 


Florida recipes. 


News of oranges; news 
of cattle. 

News of things impor- 
tant to the people who 
read this Sun. Supple- 
ment to our paper. 

Home =-printed in col- 
or, edited colorfully. 


Orlando Sentinel-Star 


MARTIN ANDERSEN 
Owner. Ad-Writer & Galley Boy 
Orlando, Florida 
Nat. Rep. Burke, Kuipers & Mahoney 


= “He therefore finds himself con- 


fronted, like a housewife in a su- 
|permarket aisle, with a misery of 
‘choice which he tends generally to 
'resolve by irrational and emotional 
factors, including particularly the 


; 


‘appeal of the general personality 
‘of a given company.” 

An outstanding factor presented 
was the doctor’s sense of independ- 
ence as an individual, and his 
‘desire to be treated accordingly, 
not as one of a mass, and the study 
urged that “ads be focussed on the 
doctor and his feelings rather than 
on the drug,” and hence, that 
manufacturers “make all com- 
pany-doctor communications, 
whether through ads or direct 
mail or detail men, as personal and 
friendly as possible,” taking all 
possible steps “to personalize the 
company, either through one of its 
top executives or research special- 
ists.” 

“Give a personal, or at least a 
personality stamp, to your com- 
pany and your product adver- 
tising. Develop a distinctive char- 
acter, and tone, for each of your 
products and for all of your com- 
pany’s advertisements, a character 
and tone as recognizable as that 
of a familiar person. Explore pos- 
sibilities of wider use of informal 
style, typed communications, hand- 
written messages, pictures of com- 
pany executives, etc, Match his 
desired image (the doctor’s) of the 
idealist, who is practical and suc- 
cessful without becoming ‘com- 
mercial,’ in the development of 
your company personality both in 


advertising and public relations. 


een 


Murray 


en 


know the rest of us at 


Thomas. The number is 


a Thomas, at Anderson & Cairns, is a 
different sort of Media Director. He usually gets 
back from lunch by 1:45, even on Fridays. The 
youngest-looking 25-year veteran along Madison 
Avenue, Murray is a prime mover in, and past 
president of, the Media Buyers’ Association. He’s 
bought every kind of space from subway car cards 
to the starboard flank of Douglas Leigh’s blimp. 
Murray’s “here are the figures” knowledge of 
media is a never-ending source of delight to his 
friends and colleagues. “A perambulating P.I.B.,” 
one admiring associate calls him. If you’d like to 


what we can do for your advertising, call Murray 


] 


Anderson & Cairns, and 


MUrray Hill 8-5800. 


130 East 59th Street 


ANDERSON & CAIRNS, INC. 
ADVERTISING 


* New York 22, N.Y. 


Guard against any shrill market- 
place ‘patent medicine’ tones, 
maintain a quiet-voiced doctor’s 
office tone in all copy and layout, 
developing emphasis with white 
Space or appropriate color, etc.” 


® More than 60% of the doctors 
interviewed reported opening and 
glancing at every piece of adver- 
tising mail. They indicated better 
attention for mail at the office 
and for journals at home where 
they could read at leisure, more 
than 90% showing this preference. 
Among the major findings stressed 
by the report were the following: 
“He (the doctor) needs and looks 
forward to your advertising. One 
of the dramatic facts that our evi- 
dence reveals is the real need ex- 
pressed by general practitioners 
for pharmaceutical advertising, as 
a source of new information, and 
as a helpful aid in ‘refreshing his 
memory’ about available medica- 
tions. 

“This real need for your adver- 
tising, together with his hopes 
about the role of ethical drug com- 
panies as a powerful ally, together 
represent the great opportunity of- 
fered to ethical drug advertising. 

“You are talking to two different 
doctors. The doctor who reads 
your journal ads is a different 
person, in a different mood, read- 
ing in a different setting, than the 
same doctor reading your direct 
mail material. It is not just that 
direct mail is read almost entirely 
in the office, where journal ma- 
terial is read mainly at home. It is 
the more important psychological 
setting (leisure at home vs. pres- 
sure at office). 


= “He resents and feels tricked by 
unrelated, inappropriate attention- 
getting devices. While it is, of 
course, necessary for pharmaceuti- 
cal copy-writers and artists to 
create attention-getting devices, it 
is important to note that some at- 
tention-getting devices put him in 
a receptive frame of mind to read 
the ad, while others leave him 
feeling tricked and resentful of 
the ad and the product it promotes. 
On the other hand, he tends to 
respond, wherever the dramatic 
illustration is related to the prod- 
uct or the advertising content, 
where the unusual form is similar- 
ly related, where the use of colors 
is not only striking but appropri- 
ate, reinforcing his own feelings as 
he thinks about sedatives or stim- 
ulants, bright and gay in medica- 
tions he uses for children, more 
restrained for medications he uses 
only in very serious illnesses.” 

On samples, there was developed 
evidence of strong feeling, the doc- 
tors complaining “with equal 
vehemence either about too few or 
too many.” The report emphasized 
on this important phase of phar- 
maceutical promotion that “the 
physician seems to be reacting 
even more to the samples as a 
symbol of his relationship with 
the company or the detail man, to 
the samples as an expression of 
the intentions of the company, 
than to the samples themselves.” 

It concluded on this point: “How 
you distribute samples, even more 
than how many samples you dis- 
tribute, is indicated as an import- 
ant factor generally, and partic- 
ularly with reference to samples 
distributed by the detail man and 
samples distributed by direct 
mail.” 


= Numerous quotations from com- 
ments by doctors recorded during 
the interviews illustrate the basis 
for the findings on the above and 
other attitudes, and show the ef- 
fort of the institute to convey ac- 
curately the feelings of the physi- 
cians. 


In making the study, the Dichter 
organization employed 98 depth 
interviews in “successive waves,” 
meaning that the initial wave was 
broadest in scope, and subsequent 


series focussed on specific areas 
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Advertising Age, June 20, 1955 


ROLLING KITCHEN—John C. Sharp, 
Chicago, and John F. McDaniel, v.p., inspect a truck-trailer version 
of Hotpoint’s “Tomorrow’s Kitchen—Today,” which the company is 
sending on tour—starting with Buffalo, Toledo, New York, South 
Bend, Indianapolis and Kansas City—to promote the “dream” unit. 


(left) president of Hotpoint Co., 


of investigation. These succeeding 
areas for study were selected on the 
basis of findings in the preceding 
phase. Also employed were pro- 
jective techniques—role-playing 
cartoons and sentence completions 
—with 106 physicians. 

Similarly, a wave of depth in- 
terviews induced physicians to 
thumb through leading medical 
journals and report what the ad- 
vertising brought to mind. Further, 
pharmaceutical advertising ap- 
pearing in four journals, Journal 
of the American Medical Assn., 
Medical Economics, Modern Hos- 
pital, and Modern Medicine, as 
well as specimens of direct mail 
advertising, were examined and 
analyzed by Institute psychologists. 


® Further, three “formal insight 
interviews” were conducted, to 
further the researchers’ under- 
standing of problems in the field, 
two with doctor-relations repre- 
sentatives of a West Coast phar- 
maceutical company, and the third 
with a New York physician who 
serves as a freelance consultant 
to various drug companies. 

Finally, the research recom- 
mended as a guide to action these 
admonitions: 

“The prescriber, not the pre- 
scription, has to be considered. In 
other words, it is the modern phy- 
sician, with his foibles, fears and 
insecurities, who is the theme of 
each ad and of communications 


rather than the medical qualities 
of the drug. 


= “The physician tends to respond 
to the advertisement, to prefer the 
company, and to prescribe the drug 
that reinforces rather than threat- 
ens his self-image, that helps to 
resolve rather than stir up his 
conflict feelings about advertising 
and prescribing... 

“The modern physician is one of 
the few remaining individualists 
in our culture. He feels threatened 
by the public and the pressure 
which is put on him to get off his 
pedestal. The pharmaceutical in- 
dustry is at a crossroads. It can 
either go over the doctor’s head 
and join the lay public or it can 
truly become the doctor’s ally. He 
is badly in need of such a helper. 
He will have to give up his isola- 
tionism and join the community 
on an equal basis. This will not be 
easy. He is afraid of losing status 
and psychological security. The 
pharmaceutical industry will have 
to help him to resolve this con- 
flict.” 


Van Straaten to Jacobs 


Van Straaten Chemical Co., Chi- 
cago manufacturer of lubricants, 
coolants, cleansers and other chem- 
icals for the metal working indus- 
try, has appointed Lester L. Jacobs 
Inc., Chicago, to handle its adver- 
tising. 


L 


“oll 


We: 
= 


LO WA-Super Farm 


WALLACES’ FARMER 
and IOWA HOMESTEAD 


OWEST 


= MAXIMIL-MINIMIL 


RATE 


of Any ABC Local Farm Paper! . 


No. 1 Medium in the No. 1 Farm Market in the Nation! 


WALLACES’ FARMER 
and IOWA HOMESTEAD 


DANTE M. PIERCE, PUBLISHER * DES MOINES, IOWA 


Market 


m™.. 4 


HIGHEST 
SALES 
POTENTIAL! 


Annual 
farm income 
$2.5 billion... 

twice U.S. 
average. 
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Advertising Age, June 20, 1955 


NECCHI SLATES TV 

SALES CONFERENCE 
(Continued from Page 3) 

and their families are expected to 


attend the simultaneous sessions, 
which will be highlighted by the 


| Forms New Ad Section 
| Allis-Chalmers Mfg. Co. has 
established an advertising and 


Brunswick's Never Been Behind the 8-Ball 
Since It Entered School Furniture Business —_<s\ablisned an atten at its Now. 


(Continued from Page 2) classrooms, and because the fur-| wood, O., works. The new section, 
four colors, red, green, yellow and niture is mobile, practical and| which will include advertising, 


introduction of what a spokesman 
for the Necchi-Elna Sewing Ma- 
chine Sales Corp. calls “a new and 
revolutionary sewing machine,” 
details of which are a closely 
guarded secret. 


= Although complete advertising 


: 


ee 
| 


| to school officials was in Febru-| 


and promotional plans will not be | 
revealed prior to the telecast, AA | 
learned from advertising director | 


Earl Hadley that the consumer 
campaign will open with a spread 


in the Sept. 19 Life, and will be | 
preceded by some advertising in | 


sewing and pattern books. Other 
magazines of general circulation 
will be used for the remainder 
of the consumer campaign extend- 
ing through the fall months. Nec- 
chi’s agency is Grey Advertising 
Agency. 

In addition to New York, where 
the telecast will originate through 
the facilities of T.N.T. Teleses- 
sions, company officials will ad- 
dress their representatives through 
closed circuit tv in Albany, Atlan- 
ta, Baltimore, Boston, Chicago, 
Cincinnati, Denver, Detroit, Hous- 
ton, Kansas City, Little Rock, Los 
Angeles, Miami, Minneapolis, 
Pittsburgh, Portland and San 
Francisco. 


ADLER OF AMERICA 
TO BLAINE-THOMPSON 


New York, June 14—Adler of 
America, distributor of Adler and 
Adlermatic sewing machines, has 
named Blaine-Thompson Co. to 
handle advertising, merchandising 
and promotion. 

The agency is preparing the 
“Adlermatic Fashion Wonderland,” 
a market-by-market promotion 
backed by local radio, television 
and newspaper advertising, for 
this new advertiser. 


Business Papers Assn. Elects 

David R. Watson, publisher, 
Watson Publications Inc., has been 
elected president of the Chicago 
Business Publications Assn. Other 
officers elected are John A. Gil- 
bert, president and publisher, Of- 
fice Appliance Co., lst v.p.; Wayne 
Harsha, editor, Inland Printer, 2nd 
v.p.; Phil D. Allen, v.p., MacLean- 
Hunter Publishing Corp., 3rd v.p.; 
Charles B. Groomes, ADVERTISING 
AcE, treasurer, and John Rear- 
don, president, John H. Reardon 
Co., secretary. 


SCANDALE—Known previously only 
as a line drawing, this introduces 
the live Mlle. Scandale who will be 
featured in the record-breaking 
fall campaign by Tru Balance, 
American licensee for the French 
garment. Magazines, newspapers 
and probably car cards will be 
used, Rockmore Co. is the agency. 


Agency Shows Film 
of Ad Operations 


to Pontiac Dealers 


(Continued from Page 3) 
about Pontiac advertising. He told 
them the high ratings received by 
company ads in national maga- 
zines and illustrated the best ads. 
Many ads that the company used 
in newspapers throughout the U.S. 
to promote the 1955 models, 
were shown. 

Network television advertising 
was described as “tricky” by Mr. 
Foley. Out of 30 new one-half 
hour shows that originated last 
fall, he said, only three have high- 
er ratings than shows they re- 
placed. Only two of the 30 had a 
Nielsen rating of 30 or better, he 
said. 

Mr. Foley told the dealers that 
his agency is not satisfied with 
its tv program. Starting Aug. 30, 
Pontiac will sponsor a new show 
on NBC from 9:30 to 10:30 p.m. on 
alternate Tuesdays. Pontiac will 
alternate with Armstrong Circle 
Theater. Pontiac also has pur- 
chased spots on the Steve Allen 
show, Mr. Foley said. Pontiac for- 
merly sponsored the “Red Buttons 
Show” but decided to drop it be- 
fore the contract expired, he said. 


natural maple. 

In 1953, the first year the furni-| 
'ture was marketed, Brunswick 
‘sold more than $85,000 worth of 


| | the new equipment. The first time 
‘|the new furniture was exhibited 


ary, 1954, at the American Assn. 
of School Administrators conven- 
tion in Atlantic City. 

Many of the conservative edu-. 
cators liked what they saw. After | 
the initial oohs and aahs died) 
away, the orders poured in. Or- 
ders for September deliveries | 
were shut off as early as July 1) 
by Brunswick because the com-| 


lanche of orders. Sales last year| 
exceeded $2,000,000. Nat N. Wex-| 


promotion for Brunswick, pre- 
dicted that sales this year would 
exceed $9,000,000. 


= To advertise its new creations, 
Brunswick ran extensive ad cam- 
paigns in American School Board 
Journal, Architectural Forum, Ar- 
chitectural Record, Catholic School 
Journal, College & University 
Business, Nation’s Schools, Pro- 
gressive Architect, School Execu- 
tive and other business publica- 
tions. The company entered the 
national magazine field May 9, 
1955, with two-color pages in Time. 

Mr. Wexler said the company 
plans more advertising in national 
magazines, but the schedule has 
not been completed. The adver- 
tising budget for school furniture 
has doubled in two years, and 
Brunswick plans to spend about 
$150,000 this year, Mr. Wexler 
told AA. 

“Our main problem now is to 
keep up with demands for our 
furniture,” Mr. Wexler said. The 
furniture is manufactured in fac- 
tories in Muskegon, Mich., and 
| Marion, Va. 


= “The success of the ‘revolution’ 
was due to the acceptance of our 
furniture by school officials,” Mr. 
Wexler said. “Many of them told 
us that they were tired of dull, 
unattractive school furniture. They 
felt classrooms should be bright, 
attractive places instead of the 
drab places they used to be years 
ago. In addition, they liked our 
line because it was easier to in- 
stall, less costly to maintain, per- 
mitted more space in crowded 


CORPUS CHRISTI- FASTEST 
GROWING U. S. CITY IN 
TELEPHONE CONNECTIONS 


Corpus Christi's telephones have increased over 5!/, times 
since 1940—''a record of growth that exists nowhere else 
and is still continuing,'’ says Richard Herner, division man- 
ager for Southwestern Bell Telephone Co. “Texas outruns 
the other states, South Texas outruns the rest of the state 
and Corpus Christi outruns other cities.” 


Anyway you measure it, Corpus Christi is a market you 
can't afford to overlook. Write for our new market data 


folder. 


CORPUS CHRISTI, TEXAS 


Represented Nationally by Texas Harte-Hanks Newspapers 
Headquarters; National City Building, Dallas 


Chicago 


Atlanta 


New York 


CIRCULATION 
91,527 


ABC Publisher's Statement 


comfortable.” 


sales promotion, industrial press 


Persons other than educators! relations and sales training for the 


and students also liked the furni-| 

1954, the Indus- 
trial Designers Institute awarded 
its gold medal to Mr. Chapman, 
the first time school furniture was 


ture. In June, 


so honored. 


motors, pumps and drives manu- 
factured at the works, is under the 
direction of J. L. Wyler, sales co- 
ordinator. William D. Dineen has 
been named supervisor of the sec- 
tion. 


Brunswick now ranks third in 
sales of school furniture behind 
American Seating Co. and Hey- 


, 


6 mos. ending Mar. 31, 1955 


wood-Wakefield Co. 
McCann-Erickson 
the advertising. 


Four Join Ad League 


Four advertising agencies have 
pany was unable to fill the ava-| become members of the League of | 
| Advertising Agencies, New York. | 
They are Henry L. Davis Co. and 
ler, director of advertising and|E. Taylor Wertheim Advertising, 
both New York; Advertising Asso- | 
and 
Leonard Davis Advertising, Wor- 


ciates of Philadelphia Inc., 


cester, Mass. 


is handling 


Marie does tt 
FASTER... 


complete mailings, multi- 
graphing, mimeograph- 
ing, addressing, fill-in on 
multigraphed letters, 
planographing. 
Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 
uick service and fast delivery 
ALL WAbash 2-8655. 


a Leller Http ta 


| 431.S. Dearborn Street, Chicago 5, ui.) 


“e 


~ 


Cash 
in on the 
WESTERN 


MARKET'S 4... SUMMER 
SALES BOOM! 


covers 302 counties in 12 states (Nielsen)... 
where 13 million tourists will be spending 
money freely this summer! 


influences the way 650 million tourist dollars 


will be spent! 


serves 32 million resident Westerners be- 


sides...most 


of whom vacation in the 


Western states. 


is the dominant signal that travels with the 
travelers. You can drive all day with KOA. 


can gain maximum sales for you! 


VER 


Covers The West... Best! 


850 ke 


50,000 WATTS 
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Columbia Records Plans Willis Testifies at O. DICKINSON STREET 
‘ Magazine Drive for New Line ‘ New York, June 14—O. Dickin- 
asi Columbia Records, New York, | Hearing on $1,000,000 son Street, 78, a former partner in 


has scheduled a major magazine 
campaign to push its new line of 
phonographs and tape recorders. 
Full-page, four-color ads will ap- 
pear in The New Yorker, Satur- 
day Review and Time. Theme of 
the drive is “the fashion in sound 
is Columbia.” McCann-Erickson is 
the agency. 

The company also hopes to whip 
up dealer enthusiasm for its ay | 
products with a 19-minute color | 
film, starring Garry Moore and 
Art Carney. 


Lord & Thomas & Logan (which 
later became Lord & Thomas and 
in 1943 became Foote, Cone & 
Belding), died June 12 in Doctors 
Hospital after a long illness. He 
was graduated from Williams Col- 
lege in 1901 and joined Western 
Electric Co., where he became gen- 
eral manager of distribution before 
his resignation in 1924. During 
World War I he organized the 
warehousing division of the Quart- 
ermaster Corps. Later he entered 
the agency business, from which 
he retired in 1931. 


Lawsuit Against R&R 
(Contnued from Page 1) 
New York, one at the Yale club, 

and the other at R&R. 

Mr. Willis identified a book, 
“Your Future Is In The Air,” 
which he wrote for American Air- 
lines at the request of the agency 
president, He also identified a 
pamphlet, “Air Globe,” which he 
said he authored for the airline to 
promote and advertise air travel. 

In November, 1945, Mr. Willis 


+ Oa 


| oO Bill my firm later 


ere cee seme ces es wee ee ee ee ee oe ee oe 


Wisla Forms Ad Company 


Howard Wisla has formed Aerial 
& Transportation Spectaculars, 
with offices at 1 Continental Ave., 
Forest Hills, N. Y. The new com- 
pany offers advertising from heli- 
copters, sky lettering, giant dis- | 
plays on seagoing barges, traffic 
ads on transit buses, and also will 
arrange for antique cars and motor 
scooters for publicity purposes. 


Salesense 
in 
Advertising 


381 chapters of 


JIM WOOLF’S 
Advertising Age articles 


One of the most widely-read 
features ever to appear in 
Advertising Age, The National 
Newspaper of Marketing, is 
James D. Woolf’s column, 
SALESENSE IN ADVERTISING. 
Many agencies and advertis- 
ers have urged us to make his 
articles available in perma- 
nent book form. Says James 
Webb Young, former AAAA 
president and founder of the 
Advertising Council: “You 
will never find Jim Woolf dull. 
He always has something to 
say which is interesting. And 
he has a gift for saying it pith- 
ily. What is more, he has con- 
victions. And convictions are 
what makes writing vital.” 
Single copy price, $5.95. 
Money-back guarantee. At 
leading book stores, or send 
coupon below. 


NY 


ADVERTISING AGE 
200 E. Illinois St. 


testified, Ralph Van Buren, agen- 
cy secretary, requested him “to 
sign something” but that he re- 
fused to do so. When he was pre- 
paring to leave R&R in 1946 to ac- 
cept a job with American Airlines, 
Mr. Willis told the court, Mr. Van 
Buren asked him to step down as 
the account executive for the air- 
lines but assured him that this did 
not nullify their contract. 

On March 29, 1946, Mr. Willis 
continued, he received a letter 
from Mr. Van Buren that also con- 
tained a termination agreement of 
the contract between him and the 
agency. Mr. Willis said he signed 
the agreement without reading it 
at a time when he was very busy. 
When he read the agreement later 
in the day, Mr. Willis said, he said 
he discovered that “Yan Buren had 
doublecrossed him and that the 
agreement contained none of the 
things that they had talked about 
before.” 


= Mr, Willis told the court that he 
did not deliver or mail the agree- 
ment to the agency and he had no 
idea how the agency got hold of it. 
He said he lost or misplaced the 
agreement. R&R says in its an- 
swer to Willis’ suit that the agree- 
ment signed by Willis legally dis- 
solved the contract. 

Mr. Willis said he worked for 
American Airlines for 10 or 12 
months in 1946. Near the end of 
the year, he continued, he left the 
airlines and returned to R&R, 
where he resumed his former posi- 
tions as account executive for the 
airline. He said that on a number 
of occasions he asked R&R for a 
balance sheet or report of his earn- 
ings and commissions for his work 
on the airline account but the 
agency did not provide him with 
the information. 

At no time did he ask J. Lewis 
Ames, v.p. and secretary of R&R, 
for a contract termination agree- 
ment, Mr. Willis said. He also 
declared that he never agreed to 
have a lawyer examine the agree- 
ment. 

Today’s hearing was highlighted 
by frequent verbal clashes between 
opposing lawyers, At one point, 
Harold Feigenholtz, an R&R attor- 
ney, objected to Mr. Willis and his 
lawyer, Mr. Murphy, talking in 
private during intermissions. Mas- 
ter-in-Chancery Wescott warned 
Mr. Murphy that he was not to 
talk to his client during intermis- 


| sions. Mr. Murphy denied that he 


was talking to Mr, Willis about the 
case during their private chats. 


® Mr. Willis’ testimony, partic- 
ularly on the contract-cancela- 
tion agreement, was in sharp con- 
trast to testimony presented at a 
‘hearing two weeks ago by Ralph 
Van Buren, R&R secretary. Mr. 
Van Buren told Master Wescott 


Chicago, Il. 

Send me a copy of SALESENSE IN 

ADVERTISI at $5.95, including 
stage. If I am not satisfied after 


days examination, I'll return the 
book and owe you nothing. 


My Name 


| Company 


Address 


I 

I 

| City State 

i [ $5-95 enclosed [7 Bill me later 


that Mr. Willis had asked him for 
a termination of the contract and 
'that they had worked together on 
preparing the draft. 
| On March 29, 1946, Mr. Van 
‘Buren said, he met with Mr. Willis 
‘at the Yale Club and that original 
‘copies and duplicates of the agree- 
ment were signed in his presence. 
In addition, he and Mr. Willis ex- 
changed $1 bills, an item provided 
for in the agreement. At the same 
time, he presented Mr. Willis with 
two checks totalling $6,075 as a 


MEDAL TO RESOR—Julian Archer (right), Fuller & Smith & Ross art 
director and New York Art Directors Club president, presents a 
medal to Stanley Resor, J. Walter Thompson Co. president, for 
encouraging art directors. Similar awards went to Charles G. 
Mortimer, General Foods president; Edna Woolman Chase, Vogue’s 
editor emeritus, and Dorothy Shaver, Lord & Taylor president. 


final settlement of what R&R owed 
Mr. Willis for working on the air- 
lines account. 

Mr. Van Buren testified further 
that Mr. Willis was pleased with 
the R&R settlement and the release 
from the contract. Mr. Willis re- 
quested the contract release agree- 
ment, “because he could not afford 
embarrassment,” Mr. Van Buren 
said. 

After Mr. Willis left American 
Airlines and again joined R&R as 
an account executive, he was hired 
at an annual salary of $25,000 
yearly, Mr. Van Buren stated. He 
said the salary agreement was oral 
and not written. On July 1, 1948, 
Mr. Willis’ salary was reduced to 
$1,000 monthly and he was re- 
tained as a consultant on the air- 
lines account, Mr. Van Buren said. 
He explained that Mr. Willis had 
suffered a heart attack in 1947 and 
was not able to devote fulltime to 
the account. He said R&R event- 
ually discharged Mr. Willis in 1952. 


® Frederick B. (Barry) Ryan Jr., 
president of R&R, testified at the 
earlier hearing that Mr. Willis had 


March, 1946, and had indicated that 
he was satisfied with the settle- 
ment of $7,500 (Mr. Willis actually 
received $6,075, from which with- 
holding taxes and other items were 
deducted). Mr. Ryan said he had) 
been told by Mr. Van Buren that) 
Mr. Willis had asked to terminate | 
his contract with the agency be- 
cause of the airlines job. 

Under cross-examination by Mr. 
Murphy, Mr. Ryan said that R&R 
had hired C. L. Smith in the agen- 
cy’s creative department upon the 


/Charles Mayer, and Ward Greene. 


recommendation of Mr. Willis. Mr. 
Smith is the brother of C. R. Smith, 
president of American airlines. Mr. 
Ryan said the move was entirely | 
ethical. 
Asked about a suit that R&R 
filed against Mr. Willis in 1953, | 
Mr. Ryan explained that the agen-| 
cy sought to collect $5,000 that Mr. 
Willis owed R&R. The suit is still 
pending, Mr. Ryan said. He added 
that the money was used to pay tax 
obligations incurred by Mr. Willis. | 
| 


= R&R rested its case after testi- 
mony by J. Lewis Ames, v.p. and 
secretary of the agency, and 
Jerome B. Morris, auditor and gen-| 
eral accountant for the agency. | 
R&R attorneys, however, told AA 
after today’s hearing that they 
would present rebutal arguments 
and cross-examination after the 
Willis side concludes its case. | 

Both sides have indicated to AA| 
a desire to finish the case before | 
the superior court goes into sum-| 
mer session about July 1. Master 
in Chancery Wescott will study the 
testimony and submit his report to 
Judge Frank Padden. If the report 
does not reach Judge Padden be- 
fore the summer session, the judge 
probably will not rule on the case 
before October. 


Judge Gives Trustees 
Free Hand in Dealing 


with Hearst's Estate 


GLENDALE, June 16—The 13 
trutees of the $56,000,000 estate| 
of the late Wiilliam Randolph | 
Hearst have been given almost 
complete freedom of action in han- 
ling the Hearst properties, as the 
result of Judge Clyde C. Triplett’s 
approval of a petition made before 
the superior court here. 

The 13 trustees are: The five 
sons of Mr. Hearst—William Ran- 
dolph Jr., George, John, Randolph 
and David—Richard E. Berlin, 
Harold G. Kern, Richard Carring- 
ton Jr., Martin F. Huberth, William 
A. Curley, Gerald O. Markuson, 


The petition gives the trustees 
voting control of the Hearst Corp. 
and the authority to expand and 
develop the business, or liquidate | 
where desired. 

But the trustees are also asked) 


to consider the request made by Mr. 


Hearst that they continue pub- | 
met with him in his office in) ishing all his newspaper and mag-| 


azine properties. 

Basically, Mr. Hearst’s will calls 
for the establishment of three 
trusts; one for the five sons and 
their descendants; one for Mrs. 
Millicent Hearst, his widow, and 


one for charities through the Wil-| 
liam Randolph Hearst Foundation. | 


HERBERT D. BRAUFF 


RicHmMonp, VA., June 16—Her- 
bert D. Brauff, 64, editor and pub- 
lisher of the Daily Times, Wilson, 
N. C., died yesterday of a heart at- 
tack at St. Luke’s hospital here. 
Mr. Brauff was also president and 


publisher of the News, Vandergrift, 


Pa., the Daily News, Washington, 
N. C., the Progress, Havelock, N. 
C., and was v.p. and a director of 
WNCT-TV, Greenville, N C. 

He began his newspaper career 
as a reporter with the Chattanooga 
Times in 1907 and later worked on 
newspapers in Indianapolis, De- 
troit, Pittsburgh and New York. 
He had been editor of the Leader, 
Johnstown, Pa., and of the Trib- 
une, Reading, Pa., and was man- 
ager of the Altoona Tribune, be- 
fore buying the Daily Times in 
Wilson. He was the author of sev- 
eral books, including “Sage of 
America,” “Today’s Forgotten 
Man” and “More Abundant Life.” 


Davis Joins Allied Artists 


Martin §S. Davis has been ap- 
pointed to the new post of east- 
ern advertising and publicity man- 
ager of Allied Artists Pictures 
Corp., New York, effective July 
5. He will resign as eastern ad- 
vertising-publicity head for Sam- 
uel Goldwyn Productions Inc., a 
post he has held for the past nine 
years. 


WEST COAST 
PUBLISHERS’ REP. 


Coastwide organization with 


References, full details. 

WILLIAM A. AYRES CO. 

233 Sansome St., Son Francisco 
YUkon 6-2981 


sales work 


A Complete 


DISPLAY MOVING Cycle 


Ask your NORTH AMERICAN agent about 
“DEPARTMENTALIZED” Display Service 


* Experienced Supervision 
* Door-to-Door Service 

* Minimum Crating 

* Releases your personnel for 


Get this FREE Display Brochure! Write: 
DISPLAY AND EXHIBIT DEPT. 

North American Van Lines, Inc. 
DEPT. AA-655 * FORT WAYNE 1, IND. 
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Pay TV: O'Malley 


New York, June 17—Walter 
O’Malley, boss of the Brooklyn 
Dodgers and one of the boosters of 
toll tv, sees no reason why there 
shouldn’t be subscription television 
mixed with commercials. 

Mr. O’Malley presented his posi- 
tion in an appearance this week 
on Edward R. Murrow’s “See It 
Now” show (CBS-TV). 

The president of the hottest team 
in baseball predicted that pay-as- 
you-see tv will have to come if 
baseball is going to survive. He 
suggested that the viewer should 
pay the price of a bleacher seat— 
50¢. 

In answer to a question from a 
“See It Now” interviewer, he said 
he believes pay tv ean be mixed 
with commercials. He asserted that 
people pay to read newspapers and 
magazines, to ride the subway and 
to go to ball games and that in 
every case they are subjected to 
advertising—despite the fact that 
they paid. 


® Another pro spokesman, Paul 
Porter, counsel for International 
Telemeter Corp., said the impor- 
tant thing is that the American 
people should have the opportunity 
to obtain this extra tv service if 
they want it. He pointed out that 
engineers believe it will soon be 
possible to put two programs on 
the same channel at once—thus 
providing fee tv without disturbing 
free television. 

Strongest blows for the opposi- 
tion were scored by P. A. Sugg 
manager of WKT-TV, Oklahoma 
City. Mr. Sugg said the propo- 
nents of this “hubbly-bubbly sys- 
tem” should apply for special fre- 
quencies if they want to make a 
test. He accused the pay-as-you- 
see promoters of wanting to use 
the road someone else has built 
without being prepared to main- 
tain it. 

His side of the case also was up- 
held by Frank Stanton, president 


tem, who reiterated the arguments 
his company has already put on 
record. 


CBS TELLS RESULTS 
OF ITS PAY TV STUDY 

New York, June 17—The Co- 
lumbia Broadcasting System last 
month revealed the results of a 
study made by Elmo Roper & As- 
sociates to find out how people in 
Columbus, O., feel about subscrip- 
tion television. 

Roper used a variety of ques- 
tionnaires, some of which showed 
pay tv in its most attractive light, 
and others portraying it very dis- 
advantageously, 

Results of this 504-sample study 
indicated: ¥ 

1. With toll tv portrayed in the 
most favorable manner, 62% of 
the people questioned were against 
it, and 27% were for it, while 10% 
didn’t know or hesitated to commit 
themselves. 

2. When warned that there was 
a possibility that there might be a 
charge for all programs on all Co- 
lumbus channels, only 7% of the 
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The Prudential 


(RETR ANCE COMPARY OF AwERIC « 


AGENCY FirST—Needham, Louis & 
_Brorby, Chicago, is the first tenant 
| of the new Chicago Prudential 
Bldg. to be featured in a series of 
ads telling how Prudential Insur- 
ance Co. of America “custom tai- 
lors” space for tenants. Other ma- 
jor tenants will be discussed in the 
500-and 1,000-line newspaper ads. 
Calkins & Holden is handling. 


Jordan Retires from 
Ayer: Will Work on 
Ben Franklin Fete 


PHILADELPHIA, June 17—Clarence 
L. Jordan retired today as exec. 
v.p. of N. W. Ayer & Son after near- 
ly 40 years with the agency to 
devote full time to his work as 
international chairman of the cele- 
bration of the 250th anniversary 
of the birth of Benjamin Franklin. 

Mr. Jordan will 
continue as a 
member of Ayer’s 
board of direc- 
tors. 

The Franklin 
celebration will 
be a worldwide 
event next year, 
with some 40 na- 
tions planning to 
join it. As inter- 
national 


Clarence L. Jordan 
man, Mr. Jordan ‘I f - : , he : : 
of the Columbia Broadcasting Sys- will spend much of this year and | gineering, Electrical Engineering, Mining Engineering, Journal of 


‘next visiting other countries to 
help organize and stage anniver- 
sary activities. 


® Mr. Jordan joined Ayer as a 
copywriter after graduation from 
Georgia Tech. One of the few men 
who were in on the beginning of 
sponsored radio and television, he 
worked on the first regularly spon- 
sored programs in each medium— 
among them the “Eveready Hour” 
radio show in 1923 and the tele- 
vised Penn football games for At- 
lantic Refining Co. in 1940. 


FTC Charges Food 
Brokers Assn. Has 
Illegal Agreements 


WASHINGTON, June 17—The Fed- 
eral Trade Commission charged to- 
| day that members of the National 
Food Brokers Assn. are engaged in 
an illegal agreement prohibiting 

them from soliciting the account 
‘of a seller already represented by 
another member. 


bag eer, Importers’ account, effective Aug. 31. Brands include Martini 


chair- | 


Nestle Co. says the change is being made because sales and distribution 
have risen to the point where the product requires a separate agency. 
Under the new coffee advertising lineup, Houston will continue with 
Nescafe, Dancer-Fitzgerald-Sample with Decaf and McCann with | 
Nestle’s instant and Ricory, a chicory-blended instant launched by | 
Nestle in April in New Orleans and other chicory markets. 


K&E Resigns Its Share of Renfield Importers 
New YorkK, June 17—Kenyon & Eckhardt has resigned its share of 


& Rossi vermouth, Piper Heidsieck champagne, and Remy Martin 
cognac. The new agency is Reach, Yates & Mattoon. Renfield’s other | 
brands (Haig & Haig Scotch whisky, Cointreau liqueur, Old Dis-| 
covery blended whisky and St. Remy brandy) continue with Reach, 
Yates & Mattoon, and King William IV Scotch and Gordon’s gin stays 
with L. H. Hartman Co. 


Willett Succeeds Shumway in Magazine Group 


New York, June 17—Lowell Shumway, McCall Corp. v.p., who asked 
that he not be reappointed a board member of Central Registry of 
Magazine Subscription Solicitors, has been succeeded by W. Foster 
Willett, v.p. and circulation director of American Home Magazine Corp. 
Mr. Shumway’s request for “relief” came at the end of a review he 
gave at the annual CR meeting here of “efforts to maintain acceptable 
selling standards in the magazine field selling industry.” 


National Cylinder Gas Boosts Gene Wedereit 


Cuicaco, June 17—Gene Wedereit, formerly director of advertising 
of the Girdler Co. and Tube Turns, Louisville, has been promoted to 
director of advertising of National Cylinder Gas Co., a new post. 
Loren G. Stevens continues as advertising manager of NCG. Mr. 
Wedereit has been ad director of Girdler and Tube Turns, divisions 
of NCG, since 1943. He was president of the National Industrial Ad- 
vertisers Assn. in 1952-53 and is serving his second term as chairman 
of the board of trustees of the Industrial Advertising Research Insti- 
tute, Cleveland. 


Farwell Is Named President of Underwood 


New York, June 17—Fred M. Farwell, who resigned recently as 
exec. v.p. of S. C. Johnson & Son, Racine, Wis., will become president 
of Underwood Corp. Aug. 1, it will be announced Monday. He will 
succeed L. C. Stowell, who moves up to chairman of the board. P. D. 
Wagoner, currently chairman of the board, who became president of 
Underwood in 1918, will continue with the company as chairman of 
the executive committee. 


Five Engineering Groups Form Joint Ad Council 


New York, June 17—Five professional engineering societies have 
formed the Engineers’ Joint Advertising Council, and will open a pro- 
motional campaign next month with color spreads in advertising trade 
publications. Importance of engineers as a buying influence in the 
industrial market will be the advertising theme of the organization, 
which is made up of the American Society of Mechanical Engineers, 
American Society of Civil Engineers, American Institute of Electrical 
Engineers, American Institute of Mining and Metallurgical Engineers 
and the American Society of Chemical Engineers. They publish, re- 
‘spectively, Mechanical Engineering and Mechanical Catalog, Civil En- 


Metals, and Chemical Engineering Progress. 


CBS Radio Signs Sponsors; Other Late News 


e CBS radio has regained part of the ground lost by Procter & Gam- 
ble’s cancelation of “Young Dr. Malone.” Starting July 18 the day- 
time serial will be co-sponsored two days a week by Toni (agency to 
be announced) and Sleep-Eze (M. B. Scott Advertising). The same 
day William Wrigley Jr. Co. (Arthur Meyerhoff & Co.) begins a new 
15-minute daytime strip on the same network. 


e Ralph Hardy is resigning as v.p. in charge of government relations 
for the National Assn. of Radio & Television Broadcasters, to become 
v.p. of the Columbia Broadcasting System. Mr. Hardy will succeed 
Earl H. Gammons, who is retiring to become a CBS consultant as of 
Sept. 1, as v.p. in charge of Columbia’s Washington operation. 


e Kenyon & Eckhardt, New York, has appointed Bud Sherak as assist- 
ant director of research. He also will continue as account research 
director. 


perhaps sometime next 


Armour in and Norge |™*"* 


week.” 

. : The Norge account has been in 

Out at Tatham Laird la state of flux lately with regard 
(Continued from Page 1) ‘to ad expenditures. Last year it 


weren’t reassigned until this week. billed close to $2,000,000 in meas- 

Most intriguing of the shifts ured media—magazines, newspa-| 
concerned Norge, which left Tath- per sections, network radio and 
am-Laird quite as suddenly as it! network tv—out of an estimated | 
had left JWT eight months earlier.| total budget of around $3,000,000. 
This time, reportedly, Norge is| At the time of the Tatham ap-| 


Cuicaco, June 14—Seven Chica- 
go Tribune executives yesterday 
moved into new positions on the 
newspaper. 

C. E. McKittrick, who has been 
advertising manager, was named 
business manager, and Walter C. 
Kurz, formerly manager of the 
general display advertising depart- 
ment, succeeds Mr. McKittrick as 
advertising manager. 

Alvin W. Dreier, previously 
manager of the western division of 
the general display advertising de- 
partment, was named manager of 
the department, succeeding Mr. 
Kurz. 


® William D. Maxwell, managing 
editor, has been given the addi- 
tional title of editor. J, Howard 
Wood, formerly business manager, 
was named general manager. Both 
are v.p.s of the Tribune Co. 

In the produc- 
tion department, 
John W. Park, 
formerly produc- 
tion manager, has 
been promoted to 
manager of me- 
chanical research, 
and Harold F. 
Grumnaus moves 
from assistant 
production man- 
ager to produc- 
tion manager. 

Mr. McKittrick joined the Trib- 
une in 1921 as a classified ad sales- 
man, and worked in the resort, re- 
tail, research and general divisions 
of the advertising department be- 
fore transferring to the eastern ad- 
vertising office in New York in 
1925. From 1929 to 1942 he man- 
aged the eastern office, in 1945 was 
named assistant ad manager and 
in 1949, advertising manager. Last 
month he was named a director of 
WGN Inc., and the Chicago Trib- 
une Bldg. Corp., subsidiaries of the 
Tribune Co. 


C. E. McKittrick 


s Mr. Kurz joined the Tribune in 
1933, also as a classified ad sales- 
man. Before his appointment as 
manager of the general display de- 
partment in 1948, he served as 
manager of the sales development 
division of the department, 

Also starting with the Tribune 
as a classified ad salesman in 1921, 
Mr. Dreier has worked in the ad- 
vertising research, merchandising 
and retail advertising sales depart- 
ments and the general display ad 
department’s western division, 
which he has managed since 1947. 

Mr. Park joined the newspaper 
in 1919 to superintend construction 
of the Tribune plant, and was 
named production manager in 
1926. Mr. Grumnaus, who joined 
the Tribune in 1934, was named 
assistant production manager in 
1941. 


Haywood Boosts Thomson; 
Transfers Dutton to N. Y. 
Haywood Publishing Co., Chica- 
go, has appointed J. H. (Tommy) 
Thomson v.p. and publishing di- 
rector of Electric Light & Power, 
effective July 1. He succeeds C. 
W. (Brodie) Leihy, who has re- 
signed to become an independent 
publishing consultant, but who will 


The commission’s complaint,) planning to set up its own agency,| pointment, Mr. Sayre predicted | continue to service Haywood Pub- 


people queried were for pay tv. | which was lodged against the as-| headed by Arthur Grossman, mer-| that ad expenditures in ’55 would| lishing Co. as a consultant. Mr. 


Mets. 


3. Some 65% said they would|sociation’s officers and its 1,750 
vote against subscription television | members throughout the country, 
if they were given a voice, while | contends that an agreement of this 
13% said they would vote for the) kind “has a dangerous tendency to 
system. hinder and restrain competition,” 

4. Twenty-eight percent said | and that it constitutes a violation 
they would like some changes | of the Federal Trade Commission 
made in television, and 70% said) Act. 
they were satisfied with tv as it} According to FTC, the associa- 
now is. tion’s ranks include about 40% of 

5. Among those who want some) the brokers engaged in securing 
changes, 12% said they would like | orders for foodstuffs. The brokers 
fewer commercials, and 5% wanted | receive a commission from the 
better or newer movies. seller. 


|chandising consultant for Norge, 
and a long time colleague of Jud- 
son Sayre, Norge’s quick-stepping 
president. 

According to this report, the new 
agency would be a “marketing 
agency,” with a strong emphasis on 
merchandising. It would not be 


have other clients besides Norge, 


rise to about $4,000,000. So far this 
year, however, there has been a 
sharp dip in national advertising 
expenditures, a large part of it due 
to Norge’s withdrawal from net- 
work television. 


= The Armour canned meats ac- 


| somewhat 


strictly a “house” agency, would|count has also been declining | 


Thomson joined Haywood as an 
officer and director in 1949 and 
managed the Cleveland office of 
Electric Light & Power and Elec- 
trical Dealer until 1952 when he 
was transferred to New York to 
direct sales for both in the Cleve- 
land and New York areas. 
Haywood is transferring Bruce 


in size, though not H. Dutton, assistant to the presi- 
Queried on the report by AA,| sharply. It has been billing around | dent, from Chicago to its New York 
Mr. Sayre declined to either con-| $1,200,000, and best current esti-| office, where Mr. Dutton will as- 
firm or deny it, saying only that| mates value the account at about| sume sales duties for both publica- 
“we'll make a formal announce-! $1,000,000 in billings. 


tions. 
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Rates: $1.25 per line, minimum charge 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 5 days 
preceding publication date. Display classified takes card rate of $14.50 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


$5.00. Cash with order. Figure all cap 


HELP WANTED 


Asst. to Advertising Manager 
New opening in department for young 


man to work with Ad Mgr. on all phases | Must be able to direct creative planning; 


BIG OPPORTUNITY FOR 
APPLIANCE COPYWRITER 


of sales promotion. Will eventually assume | write selling copy to trade and consumer; | 


responsibility for editing external, pre-| 
paring publicity and writing and produc- | 
ing catalogs and other promotional mate- | 
rial. Challenging opportunity to work up 
to Assistant Advertising Manager. Com- | 
pany, located in Chicago area, is leading 
manufacturer in its field selling to elec- 
tronics industry. Attractive starting salary. 
Box 7620, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


produce newspaper, magazine, sales pro- 
motion materials equally well. Will be 
key copy man in fast-growing agency. | 
Age unimportant. . .ability, drive, experi-| 
ence counts. Pleasant living, and working 
conditions in lake-side resort town just 
100 miles from Chicago. Send complete) 
resume and salary requirements. 
Box 7626, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


BARNARD’S - NATIONWIDE 
OFFICE AND PROFESSIONAL 
Investigate our free-lance service. 
2-2306 202 S. State St. Chicago 


ARTISTS, experience and age not as im- 
portant as versatility and ability to pro- 
duce good saleable art. Send samples, re- 
sume of experience and salary require- 
ments to Ferree Studios, Box 2332, 
Raleigh, N. C. 


ACCOUNT EXECUTIVE 
Medium-sized Chicago package goods 
agency wants experienced account man 
to take over existing business and develop 
new. Food experience essential. All re- 
plies confidential. Tell complete story. 

Box 7623, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash FR 2-0115 Chicago 


Opportunity young man learn advertising 
and space sales. Excellent opportunity. 
Fast growing consumer publication ABC 
national. Selling experience helpful. Ad- 
vertising experience not essential. Car 
needed. Call BR 9-6410, N. Y. C., ask for 
Mr. Whalen. 


GENERAL SALES MANAGER. . .Midwest) 
radio and television station, NBC-ABC af- 
filiated... VHF. Interested only in top 
executive with successful organizational | 
and personal sales experience. . . $15,000 
to 20,000 and stock options. Write complete 
resume Box 7600, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
ALL IS GRIST 

senna which comes to our mill. 

Lila Molene 105 W. Adams St. 
ANdover 3-4424 Chicago 3, Ill. 


POSITIONS WANTED 

Ad Manager. Age 29. M.A. 3 yrs. copy, 
layout, production of technical literature, | 
price catalogs, external house organs,| 
trade paper adv.; knows direct mail, | 
trade shows. Seeks adv. opportunity with | 
large company or agency. Only Chicago 
area. Box 7642, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


NO WHITE ELEPHANT but willing to 
work for peanuts. Market Research man. 
Box 7619, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


HELP! BAIL ME OUT! 

You won’t be sorry! Young man (35) with 
lots of drive and 17 years experience all 
phases advertising, sales, public relations 
desires move from obscure, Midwest vil- 
lage back to the bright lights of any big 
city and more challenging position in 
agency or with Manufacturer. College 
grad., Agency and Ad Mgr. experience. 
Strong on contact, marketing procedures, 
sales analysis, media selection, feed and 
food copy. Salary range $8 - 9,000. 

Box 7625, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


DO YOU NEED 
package design, food illustration, tight 
comps to be done? 

Call Chicago CH 3-8322 
SALESMAN OR SALES MANAGER 
Can also handle station operation. Many 
successful years in time sales - good ideas 
aggressive - sound selling experience. Will 
consider good opportunity out-of-town. 
Box 7621, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


REPRESENTATIVES AVAILABLE 


Adv. Copywriter. Work directly with busy 
owner, growing agcy. Drug products. Real 
opportunity. Phone DE 17-8030 or write 
Milton G. Peterson, Wrigley Bldg., Chicago 
11, Ill. 


AGRICULTURAL PUBLISHER 
NEEDS EXPERIENCED SALESMAN 
If you’ve had a few years’ experience in 
selling magazine space and like to travel,’ 
this position will appeal to you. Located 
in scenic northern Illinois. This company 
is recognized as one of the progressive 
agricultural publishers of this country. 
Write, stating age, previous experience, 
present employment, salary desired. 

Box 7604, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Advertising Sales Promotion Manager 
Religious (Evangelical Christian) business 
magazine. Excellent opportunity, unusual 
benefits, good salary. Box 7617, ADVER- 
TISING AGE, 200 E. Illinois St., Chicago. | 

ADVERTISING PLACEMENTS 
BOB LETHBRIDGE 
EMPLOYERS SERVICE BUREAU 
6 N. Michigan Chicago, Ill. FI-6-1155 


GIRL FRIDAY 
Small agency in Pure Oil Bidg., Chicago, 
needs Girl Friday. Air conditioned offices. 
Typing nec. Shorthand pref. Call FI 6-5559 
for appointment. 


The Midwest's < 
outstanding placement 
service for Adv.- Art & 


allied fields. 


By appointment only 
59 E. MADISON + SUITE 1417 
CEntral 6-5670 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State Ha 7-1991 Chicago 


Suburban New York daily has desirable 
openings for energetic, capable men with 
copy and layout experience, in addition to 
selling ability. We offer insurance plan, | 
incentive bonus, vacation in addition to} 
salary. Write in detail regarding your 
qualifications, giving all pertinent in- 
formaton to Box 7581, ADVERTISING 


AGE, 480 Lexington Ave., New York 
17, N. Y. 
YOUR CLASSIFIED 


ADVERTISEMENTS HERE 
WILL GET RESULTS 


lished Chicago magazine. 
Prefer man with publication 
Salary to fit experience and 


Address Box 415 
200 E. Illinois St. 


Promotion and Personnel Manager Wanted: 


For the advertising department of an old and well estab- 


A job that offers a challenge and stability. 


experience. 
ability. 


ADVERTISING AGE 
Chicago 11, Ill. 


GOOD REPRESENTATION AVAILABLE 
FOR MIDWEST TERRITORY 
Long-time well-established firm just ad- 
vised that one of our publishers is retir- 
ing and has sold his properties (3 mags) 
to a large multiple publisher and we will 
not be needed in the new organization. 
This is an opportunity for a publisher 
secking good representation and help in 
his space selling problems in this area. 

Can we help you? 
Box 7618, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


BUSINESS OPPORTUNITIES 


N. Y. agency, amply financed, highly 
respected (medium-size) will consider 
investment in similar going business. Pre- 
fer affiliation with top-notch creative- 
management man. Please write fully, in 
complete confidence. 
Box 7622, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


| INTRODUCE YOUR ITEM OR PRODUCT. 


If you have something for the premium, 
gift or advertising specialty and produc- 
tion field, you can have it shown or dem- 
onstrated live before thousands of top ad- 
vertising buyers at the National Advertis- 
ing Industries Exposition and all for only 
$5.00 per thousand buyers. You do not 
have to be there yourself as we furnish 
attendants and lead cards. For details call 
or see Marcus W. Hinson, 19 S. LaSalle 
St., Chicago. 

Test Sanders Dandy ABC 3 

Avon Heraid News - Nunda News 

Livingston County Leader, Genesee, N. Y. 

Tops in grass roots value. 


MISCELLANEOUS 


Financing of Accounts Receivables 
Credit organization will finance agency’s 
small accounts. New York City agencies 
only. Held in strictest confidence. 

Call Mr. Eskow, CYpress 4-6174 


Family-type cartoons with very short cap- 
tions, or preferably none, wanted imme- 
diately for new medium. Top prices for 
outright purchase. Possible syndication. P. 
O. Box 3526, Merchandise Mart Station, 
Chicago 54. 


“Our 44th Year” 
Artist, Agy. Exp. $6,500 


Creative and finished for No. 2 man. 


NEW BUS. ACCT. EXEC. $6,000 PLUS 
Rare oppty. for 26-35 year man. Both 
for fast-moving Midwest agency. 


GLADER CORPORATION 


“The Agency's Agency”’ 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CEntral 6-5353 Chicago 


and new. 


television shows. 


Protect And Project Your Agency’s Future 
With This Man’s Past 


A man whose advertising agency record sings success. 

A man who has the youthful maturity of his forties, the experience of 23 
years of vending the goods of America for the good of America and the 
wisdom absorbed through both. 
A man whose achievements made him successful in the management of one 
of this country’s largest advertising agencies. 
A man whose plans for his clients helped elevate the sales of products old 


A man who created or chose for his clients singularly successful radio and 


A man who can make the product of your Hollywood office the truly cre- 
ative sales element television must be in your marketing plans today be- 
cause he knows the advertiser’s problems, the talent attitude and has suc- 
cessfully married them both. 
A man who can manage your Hollywood office and do the job you want 
done if you care enough to want the very best. 
A man whose price is deep in five figures but whose yield will be high 
in client contentment. 


Write Him Now! Do It Today! 


Box 417, Advertising Age, 200 E. Illinois St., Chicago 11, Ill. 
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Fine, Fast, Fairly Priced Photography 


pics 


incorporated 
photographers 


DEARBORN 2-1062 | 
187 N. LASALLE, CHICAGO 2, ILLINOIS 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 
CHICAGO 
ACCOUNT 
EXECUTIVE 


Well known agency with new 
group of keen-minded young 
men has room for another man 
on management team. If you 
would like to improve service 
on your accounts while adding 
creative ability to a complete 
agency organization, here is your 
opportunity. We want a man who 
can become a major factor in this 
agency. 
Box 414, Advertising Age 
200 E. Illinois Street 
Chicago 11, Ill. 


OUG SMITH, I 


| D NC. 


A complete placement service 
of Ad men, for Ad men... by an Ad man 
who has worked in all the jobs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklin 2-3280 


CAN YOU SELL 
TOP MANAGEMENT? 


The OIL DAILY. national news- 
paper of the petroleum industry, 
wants a top-flight advertising 
salesman for Midwest territory. 


Must be intelligent, imaginative, 
fast-moving, able to meet easily 
with management and sales exec- 
utives of suppliers’ companies. 


Should have instinctive grasp of 
prospect’s sales problems. Con- 
ventional trade paper selling 
methods will not apply here, but 
familiarity with territory and 
knowledge of oil production and 
refining would be helpful. 


For right man excellent present 
and terrific future opportunity. 
Write in confidence giving back- 
ground, experience, age, present 
earnings, reasons why you feel 
you are a natural for this unusual 
spot. State when can be available. 


E. F. Thayer, Advertising Direc- 
tor, The OIL DAILY, 616 South 
Michigan Avenue, Chicago 5, IIl. 


Advertising Age, June 20, 1955 


PUBLIC RELATIONS 


We want top-flight public relations men 
in key cities in the United States and 
Canada to handle local publicity assign- 
ments for our clients. This is a good op- 
portunity for a qualified man or firm to 
augment income and benefit from asso- 
ciation with one of the best-known na- 
tional PR organizations. Inquiries invited 
in full confidence. Box 416, ADVERTISING 


AGE, 200 E. Illinois St., Chicago 11, Il. 


“DOUBLE-TALK”’ 


Whether you are an employer seeking ‘‘the 
right man’’, or an ad man seeking ‘‘the 
right job’’. I can ‘‘doub‘e’’ for you. Why 
not investigate my confidential services. 
No obligation. 

GEORGE E. PYLKAS 
Executive Advertising Consultant 
WABASH EMPLOYMENT AGENCY 
202 S. State Chicago 4 WAbash 2-5020 


EXCELLENT SALES 
POSITION OPEN 


... with well-known firm representing 
newspapers. Good selling record im- 
portant. Age requirement between 30 
and 40. Ideal working conditions. 
Good salary and bonus, plus em- 
ployees’ profit sharing trust. Chicago. 


Sawyer-Ferguson-Walker Co. 
333 North Michigan Ave. 


RAndolph 6-9149, Chicago 


ADVERTISING PERSONNEL 
Empldyer—Employee 
Investigate 
our active confidential service. 
Betty Clem 
DRAKE PERSONNEL, INC. 
Swite 1009 
7 W. Madison * Fi nancial 62100 © Chicago 2, Ill, 


Walter Lowen 


PLACEMENT AGENCY 


Headquarters aioe 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 


Executives @ Copy @ Art @ Office 
Public Relations 
Please write briefly outlining your 


specific experience or personnel needs. 
420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 
MU 9-2630 


PROMOTION OPPORTUNITY IN 
THE SOUTHWEST! 

One of the country’s leading news- 
poers. located in the fast-growing 

uthwest, is looking for a young 
man to take an important place in 
its Advertising Promotion depart- 
ment. This young man has had at 
least a few years experience in news- 

per —— and is now looking 
or a bigger opportunity (and more 
money). He may now be a one-man 
promotion department on a small 
newspaper, or the second, third or 
fou assistant on a big one. 

To fill this opening, he will have 
to be well-grounded in advertising 
copy and layout, and have some ex- 

rience servicing retail accounts. 

e considers himself imaginative 
and creative. He gets ideas easily, and 
knows what to do with them. He 
thinks ~ mead and expresses him- 
self clearly. 

If interested, make us a pitch, tell- 
ing briefly your background, educa- 
tion, experience, family situation 
and salary requirements. Enclose a 
photo or snapshot of yourself. No 
need to send samples yet. Write Box 
409, ADVERTISING AGE, 200 E. 
Illinois St., Chicago 11, Tl. 


LET’S GET RICHER FASTER TOGETHER! 


Near million billing young agency with "dream" location, highly creative 
personnel, and growing consumer accounts, is ready to expand. If you 
are a One Man Agency, or an Account Exec., we can combine our talents 
and personnel to make life easier, earlier. 


We have our own building with enough space for 5 million billing and 
there isn't a more attractive or more functional place in Chicago. We 
believe there is a man or men, stymied by present workload or facilities 
who can see the wisdom of combining forces for more efficiency. Write 
us in confidence and let's discuss a mutually satisfactory arrangement. 


Box 411, ADVERTISING AGE, 200 E. Illinois St., Chicago 11, Ill. 


ARTIST—LAYOUT ONLY 


YOU MUST HAVE THESE QUALIFICATIONS: Good creative and ren- 
dering ability; commercial art experience; not afraid of hard work. 


THIS LOUISVILLE AGENCY OFFERS: Association with the very best art 
directors in this area; pleasant, non-crowded, air conditioned studios; 
opportunity limited only by your own ability and drive. 


Write today for interview appointment. Give complete résumé and 
salary requirements. Send no samples. Write Box 412, Advertising 
Age, 200 E. Illinois St., Chicago 11, Ill. 
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Food Advertising | 
Will Show Moderate 


Increase, GF Finds 


(Continued from Page 2) 
will take place in their operations. 
They believe this will lead to bet- 
ter quality products; lower prices 
through greater volume; and more 
efficient production. 

New products: 63% of the exec- 
utives select new product devel- 
opment as an area that will re- 
ceive most attention in their 
companies over the next ten years. 
They put particular stress on 
convenience foods. It is noted that 
more consumers are demanding 
convenience foods, and that the 
industry’s future growth will de- 
pend on its imagination in devel- 
oping new food products to meet 
this demand. 

Packaging developments: Rev- 
olutionary new developments are 
expected in packaging materials 
and methods by 33% of execu- 
tives queried; 47% expect only 
moderate changes in the next 
decade; 15% see little or no 
change, and 5% say they don’t 
know what to expect. 

Supermarket trend: Food com- 
pany executives expect that the 
trend to the large supermarket 
will continue. Mass outlets, it is 
noted, furnish a means of giving 
consumers greater value for their 
food and grocery budgets. A total 
of 65% of companies queried ex- 
pect significant advances at the 
retail store level. 

Prices: Executives feel there is 
need for wider understanding of 
the components of the food and 
grocery prices the consumer pays. 
It is pointed out that “the farmer’s 
share of the retail food dollar has 
declined as a percentage of the 
consumer cost rather than as an 
actual decrease in money received. 
The difference lies in the extra 
service which the consumer has 
demanded and for which she is 
willing to pay.” The need for 
more information efforts in this 
area is underscored by many of 
the grocery executives in the sur- 
vey. 

The survey, made by Opinion 
Research Corp. for GF, covers 40 
companies representing about half 
of all employment in the grocery 
manufacturing industry and near- 
ly half of the industry’s total net 
earnings in 1954. 


Kling Adds Training Unit 

Kling Film Productions, Chica- 
go, has established a syndicated 
sales training division under the 
direction of Raymond E. Lee. First 
package offered by the new divi- 
sion, to be available about the first 
of July, consists of seven sound 
slidefilms in color, each 15 min- 
utes long. Written and produced 
by Mr. Lee, the theme of the 
series is “Selling is Mental,” the 
name of his forthcoming book. Mr. 
Lee is a former sales director of 
Stevens-Davis Co., Chicago formu- 
lator of written sales training 
material, and has been preparing 
his book for the past year. 


Huntington Names Bram 

Huntington Mfg. Co., Chicago 
maker of ladies’ dresses, has ap- 
pointed Milton Bram director of 
advertising, a new post. Mr. Bram 
recently resigned from Ekco Prod- 
ucts Co., where he directed the 
sales promotion activities on na- 
tionally advertising lines, and 
prior to that operated his own 
agency, Bram & Associates, in Wil- 
mette, Il. 


Christopher Adds Clarin — 
Clarin Mfg. Co., Chicago, has 
named Robert Christopher Agency, 
Chicago, to handle its advertising 
and sales promotion. The company 
makes folding chairs. Goodkind, 
Joice & Morgan, Chicago, former- 


DAVID B. MCCALL has been appointed 
v.p. and creative director of David 
J. Mahoney Inc., New York. Mr. 
McCall, formerly with Ogilvy, 
Benson & Mather and Young & 
Rubicam, joined the agency in 
February, 1954. 


Coca-Cola's New 
Bottle Sizes Catch 
On With Bottlers 


New York, June 15—About 300 
bottlers of Coke have applied to 
the Coca-Cola Co. for permission 
to bottle the famous soft drink in 
king-size and family-size bottles.) 

Coca-Cola Co. has been testing) 
various size bottles in several mar-| 
kets since last fall (AA. Oct. 4).| 
These markets are Boston and 
Springfield, Mass.; Columbus, O.; 
Grand Rapids, Lansing, Kalama-'| 
zoo and Jackson, Mich.; and San 
Francisco. Sales increases have 
been registered in all of these 
markets, AA was told, during the 
introduction and testing of the 
new 10 and 12-o0z. king-size bottles 
and the 26-o0z. family-size bottles. 


@ It is expected that by the al 
of the year a majority of the com- 
pany’s 1,100 bottlers will have 
made arrangements to bottle and 
market the new sizes. The stand- 
ard 6-0z. bottles will continue to 
be sold and are expected to remain 
the major item in most areas. 

A company spokesman said that 
the reason the new-size bottles 
have not spread more rapidly is 
because most regional bottlers have 
to install new machinery to ac- 
commodate the new sizes. He said 
it will take the rest of this year 
before a majority of Coke bottlers 
have the necessary equipment to 
handle the new bottles. 

Close to 100 bottlers are now 
selling the new sizes or are about 
ready to do so, he said. Coca-Cola 
is bearing the major part of local 
cooperative advertising costs for 
the first six weeks when a local 
bottler introduces the new-size 
bottles. Thereafter, the regular co- 
op deal on advertising based on a 
50-50 sharing of costs goes into 
effect. Local newspapers and radio 
and tv spots are being used. 

It will probably be another year 
before Coca-Cola Co. launches na- 
tional advertising on the new size’ 
bottles, AA was told. 

D’Arcy Advertising Co. handles 
the account. 


Beitner Joins Seamprufe 

Mrs. Helene Beitner, who for- 
merly managed U. S. wholesale 
and retail distribution for Eleanora 
Garnett, Italian designer, has been | 
appointed advertising and mer- 
chandising manager of Seamprufe | 
Inc., New York. She will handle | 
advertising, publicity and special | 
fashion and merchandising projects | 
for the company. She also has 
been associated with Marshall 
Field & Co., in Chicago, and Lord 
& Taylor, New York. 


Direct Mail Club Elects 

Leroy W. Thompson, Sears, Roe- 
buck & Co., has been elected pres- 
ident of the Philadelphia Direct) 
Mail Club. Other officers elected 
include E. D. Bugbee Jr., W. Atlee 
Burpee Co., v.p.; Lindley M. Cow-. 
perthwait, Fred Hill & Son Co., 
treasurer, and Margaret Turner, 


ly handled the account. 


Connelly Organization, secretary. | 


| Hart Named Coordinator 


William A. Hart, director of: 


volunteer coordinator of the Ad-| 
vertising Council’s new campaign | 


‘for ACTION, intended to fight the | 


blight of slums in cities, suburbs | 
and rural areas. Young & Rubicam 
will serve as the volunteer task 
force advertising agency on the, 
project, which will get under way 
late this summer. | 
Myron Lewis to Biow-Beirn 

Myron S. Lewis, formerly ad-| 
vertising manager of the consumer | 
products division of Hudson Pulp) 
& Paper Corp., has joined Biow-| 
Beirn-Toigo, New York, as asso- 
ciate account executive on the | 
Hudson Pulp account. | 


Read-Petty Names Austin 

Read-Petty Inc., Fort Worth | 
agency, has appointed Pat Austin 
art director. Miss Austin formerly 
was assistant ad manager of the. 


Fair, Fort Worth department store. | 


| Murray Hysen Joins Geyer 


75 


| vertising, New York, as project 


Murray Hysen, formerly group director in the research depart- 
advertising of E. I. du Pont de Ne-| supervisor in the research depart- 'ment. Before his association with 
mours & Co., has been appointed | ment of Grey Advertising Agency,| Grey, Mr. Hysen was a research 


New York, has joined Geyer Ad- analyst with Biow-Beirn-Toigo. 


TELEVISION 


15a WS (Ops bnticubos) = lécbrions 


Edited in Spanish by native Latin Americans 


influence over all outlets. 


TELEVISION 
RADIO y ARTICULOS ELECTRICOS CATALOG FILE 


y eee — 
Soret, Sorts 


Write for full details and low rates! 


THE CANTERBURY PRESS 2001 Calumet, Chicago 16, 
Down Beat—Cowuntry and Western Jamboree—Record Whirl—Up 
subiation 


Beat— Music—Beverages—Radio y Articulos Electricos—Bebidas— 
La Farmacia Moderna—lLa Tienda—Elaboraciones y Envases— 
publishing since 1934 Radio y Articulos Electricos Catalog File—Bebidos Annual Directory 


CLEAR-CHANNEL PUBLICATION ROUTE TO LATIN 
AMERICA’S RADIO, VIDEO, APPLIANCE BUYERS 


it's the only publication delivering this 
market single-handed. Monthly circulation goes 
to the 10,000 dealers, importers, distributors, and 
assembly plants you need to reach—picked for their 


New and important! Goes to the 10,000 key Latin Amer- 
F ican buyers who subscribe to RADIO y ARTICULOS 
ELECTRICOS. Plan now for a place in the 1956 edition. 


Advertisi 


Sinclair Refining Company 
New York City 


“Promoting the sale of Sinclair Petro- 
leum Products through advertising pro- 
grams in the 38 states in which the 
company markets, often keeps me on 


the road and away from 
New York news channels. 


“I manage to keep abreast 


says JAMES J. DELANEY 


ng Manager 


the regular 


of advertis- 


ing happenings by reading the newsy 


pages of Advertising Age. 


awaiting me at home when I return 
from my trips. The clear, concise, and 
accurate reportings of this welcome 
weekly publication keep me up-to-date 
on the kind of advertising news I should 
know about. 


in MERCHANDISING 
and MARKETING 


} 


It is always 

“I find that Ad Age editorials and spe- 
cial feature articles stimulate my think- 
ing and give fresh slants on the myriad 
problems that face a petroleum adver- 
tising manager in these days of rugged, 
keen competition.” 


NOTE ESPECIALLY Mr. Delaney’s reference to “fresh 
slants.” Aren’t fresh slants exactly what you are looking 
for, day after day? Why not give Ad Age a try-out? MAIL 
THE COUPON BELOW—NOW-—for a year’s subcription. 
The cost is a mere $3—and you get FREE a copy of NEW 
TRENDS IN MERCHANDISING AND MARKETING, a 
compilation of some of the best weekly articles contributed 
to Ad Age by famous E. B. Weiss. 


VALUABLE HANDBOOK 


i 

| Advertising Age, Dept. J20, 200 E. Illinois St., Chicago 11, IIlinois 
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t ase enter my 1-year subscription to Advertising Age at the regular $3 
rate and send me a copy of NEW TRENDS IN 

1‘ oon oes FREE py RCHANDISING 
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i My Name 

A Company 

i —_.. Home or Address 

’ Company pean 

8 City _Zone____ State 
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N EW RECO RD for aviation magazines! 


Aviation Age June issue 


= @€©« Largest in History ... 


... 330 display adv. pages 
..- 260 total pages 


Designed as a “Technical Planning Handbook,” the June 
AVIATION AGE contained 560 pages* of text and technical 
advertising. This is the largest and most comprehensive techni- 
cal magazine published to date in the aviation industry. 


Manufacturers of aircraft, powerplants, and components—as 
well as research, development, and special service organizations 
placed over 336 pages of advertising in this technical reference 
for aviation’s technical management. Even more indicative of 
AVIATION AGE’s outstanding record of advertiser acceptance 
is the accumulative 236 page gain for the first 6 months of 1955. 


Why is AVIATION AGE rated by both advertisers and 
aviation’s technical management as the industry’s 
TOP TECHNICAL MAGAZINE? 


Because AVIATION AGE is the only aviation magazine de- 
signed specifically to meet the information needs of technical 
management . . . the men primarily responsible for the evalu- 
ation, specification and selection of equipment and services 
throughout aviation. 


(*378 king-size pages equivalent of 560 pages 7”x10”) A CONOVER MAST PUBLICATION _ 


Nip PI il Ve 
ISPA Avi ation Age The Magazine of Aviation’s Technical Management 
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